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The giant Christmas Card 
is from Schack's Lantern 
and Holly Series—one of 
many great new Holiday 
Display Themes for 1958. 
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.. ad a Merry Christmas to all! 
See your SCHACK representative during July and 


August or write us direct for free photographic brochure. 
Ask for Schack's "Coach Lantern and Holly Series." 


id 
StHikh INCORPORATED 2516 WEST ARMITAGE AVE. * CHICAGO 47, ILL. 














America’s Top Stores use 


WLS 
Architectural Decor 


of dimensional vacuum formed plastic 


for the JORDAN MARSH COMPANY, BOSTON 
° ° ° Walter Krysto, Display Manager 
Finest of Fashion Settings 


Classic, architectural designs, reproduced in 
deep dimension, created of vacuum formed 
plastic, make possible these realistic treat- 
ments. 


Altho massive looking, strong and durable, 

these WLS Architectural Decor properties 

are very light in weight, easy to handle. 

They are sold in white, beautiful to use as 

is or they can be finished to match any color 

scheme or effect desired. SAKS FIFTH AVENUE, CHICAGO 
Any of the designs can be adapted to hun- ni Peat Sane 
dreds of different arrangements making it 

possible to use the versatile properties over 

and over again...yet they are priced so 

very, very low. 





Get the Most for Your Display Dollar 
Continue with Elegant Displays on Reduced Budgets 


W. L. STENSGAARD AND ASSOCIATES, INC. 


346 N. Justine St., Chicago 7, Illinois 


1931—1958 DESIGNERS — PRODUCERS OF DECOR-VAC 


THE HECHT COMPANY, WASHINGTON, D.C. ’ 
Lester Melnicove, Display Managers SAKS FIFTH AVENUE, NEW YORK CITY 
S 3 Henry Callahan, Display Manager 


SAKS FIFTH AVENUE, CHICAGO _~— SAKS FIFTH AVENUE, N.Y. 
Joe D He Callahan, Di Mar. 
THE HIGBEE COMPANY, CLEVELAND Kreis, Display Manager nry Ca isplay Mg 


Al Lanza, Display Manager GIMBEL BROTHERS, NEW YORK CITY 
Luke Maletich, Display Manager’ 
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CARSON PIRIE SCOTT & COMPANY, 
Chicago 7 
Clement Bradley, Display Manag Robert Schultz, Display. Manager 


, THE HIGBEE COMPANY, CLEVELAND 
M. O’NEIL COMPANY, AKRON Al iecen, Diaglay Meneete 


AUGUST, 1926 
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CONTENTS 


VOLUME 73 NUMBER 2 


Editor's Comment . 

Reis C. Kash — Mr. Display 

NADI Market Spotlights Christmas 

Gasthoff Elected NADI President 

The NADI Annual Meeting . . . Who Were There 

Touring NADI Christmas Market Week . 

Manhattan Displays Proclaim Summer By Clara Baldwin 
Ideas By Heilbron By Robert Heilbron 
Fine Woods, Subtle Silks Make Warm Interiors By Claire Brown 
Display ... On And Off The Record 
NADI Newsgram By Gabriel Valenti 
Chicago Windows Tempt Tourists By Richard Day 


Display Promotions Do Pay Off By Joseph Liebman 
By Dick Jachim . 
PX, Japan By Frederick J. Ludwig 


Low Cost, Easily Built Units For The Smaller Store 
By Jim Kiley 


Los Angeles Displays Accent Elegance 


Lighting's Selling Power By Hugh Dutter 
By Al Couch 


By Charles S. Telchin . 


The Display Parade 

Jewelry Stores Must Modernize 
Reminiscing 

June Award To Schneider 


PUBLISHED BY 


THE DISPLAY PUBLISHING COMPANY 


407 GILBERT AVENUE, GARFIELD 1-2050-1-2051, CINCINNATI |, 


THE COVER 


Dramatic men's wear displays are a 
rarity. This is an excellent and novel 
treatment by Kaufhof, Frankfurt, West 
Germany. 


a 
OUR NEXT ISSUE 


An interesting report on how Blum's, 
San Jose, Calif.. made an impressive 
merchandising event out of the city's 
celebration of Okayama Week will ap- 
pear in the next issue . . . Another fea- 
ture will show how a small town depart- 
ment store did a successful sales promo- 
tion job without its show window during 
remodeling . . . And other timely and 
helpful articles . . . To be mailed 
August 20. 


EXECUTIVE STAFF 
H. C. Menefee, President 
Nathan Silverblatt, Manager 
R. James Shriver, Advertising Manager 
John Mendell, Production Manager 


Eastern Office 
20 West Tenth Street, New York City. 
Phone GRamercy 7-7277. 


Western Office 


Joseph Mervish, 6716 Gentry Ave., North 
Hollywood, Calif. Phone STanley 7-7556. 


a 
SUBSCRIPTION RATES 


Published monthly at $5.00 a year for the 
United States and Canada. To foreign 
countries, $6.00 a year. Canadian and foreign 
orders payable in U. S. funds by International 
money order or New York bank draft. Single 
copies 60 cents. Send ali subscription orders 
direct to the publication office at Cincinnati. 
Changes of address must be reported at least 
two weeks in advance of effective date, other- 
wise missed copies cannot be supplied. 
Entered as second class matter September 20, 
1922, at postoffice at Cincinnati, Ohio, under 
act of March 3, 1879. 
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Member 


National 
Association of 
Display Industries 


ABP 


Associated 
Bureau of Business 
Circulation Publications, Inc. 


Pass This Issue Along 


You get the most value from DISPLAY 
WORLD when you share it with others. 
See that it reaches other executives of 
your organization and the members of 
your department. 
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Ask any Display Director: 


Whi kes 
bbe best Midninegillies # 


97 OUT OF EVERY 100 WILL TELL YOU 
“MARY BROSNAN” 
MANNEQUINS BY MARY BROSNAN 

CAN BE HAD ONLY FROM 


Db, Welbiz sas bac. 


498 SEVENTH AVENUE, NEW YORK 18 
DOT WILLIAMS, PRESIDENT 


See Dot's great new hit show “A Thousand and One Nights 


and see what's ahead in Display for next season. 
N.A.D.1. loved it. Now playing to capacity audiences 














New And Colorful 
Sales Promotion Kits 


For Back To School Sales 








PAPER WINDOW OR INTERIOR TRIM 
No, SS-510—50x12". inches. 6 for $2.75 25 for $9.95 
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BACK TO 





dow or Interior Trim 
and Display or Price 
Cards. Sizes and 


prices are the same 
as those illustrated. 














DISPLAY OR PRICE CARDS SPECIALS 





COLOR No. SS-511—3%x25, Per 100. § 2.00 
No. SS-512—5'\2x3" Per 100 3.30 
COMBINATION No. SS-513—7x5" Per 100 4.50 
ORANGE, GREEN No. SS-514—11x7 Per 100.. 8.00 
AND BLACK No. SS-515—14x11 Per 100.. 13.00 
PAPER BANNER 
PAPER BANNER COLOR COMBINATIONS: No. SS-516—19x30 inches 
No. SS-526—19x30 inches. ORANGE, BLUE AND BLACE 6 for $2.40 25 for $8.75 100 for $29.50 


6 for $2.40 25 for $8.75 100 for $29.50 




















DISPLAY OR PRICE CARDS 


No. SS-531—3%4x234 Per 100. $ 2.00 
PAPER WINDOW OR INTERIOR TRIM No. SS-§32—514x3'4 Per 100 3 
No. SS-500—50x12"™ inches. 6 for $2.75 25 for $9.95 No. SS-533—7x5' Per 100 


4 
No. SS-534—11x? Per 100 » 
No. SS-535—14x11! Per 1@ . 13 

















e EIS 


choo opening 


“School Days Are 
Here Again” theme is 
also available in Paper 
Window _ or Interior 
Trim (size and price 
same as those illustrat- 
ed) and Paper Window 
Strips (19 by 7 inches. 
6 for 85c, 25 for $2.95, 
100 for $9.50). 











DISPLAY OR PRICE CARDS 
No. SS-301—3'2x23, =Per 1. .$ 2.00 


No. SS-502—5'\4x3". Per 10 3.50 

No. SS-503—7x5" Per 100. 4.50 COLOR 

No. SS-504—11x7 Per 100.. 8.00 COMBINATION: 
No. SS-505—14x11 Per 100.. 13.00 ORANGE, GREEN 


AND BLACK. 





PAPER BANNER 


PAPER BANNER 
No. SS-536—19x30 inches. 
6 for $2.40 25 for $8.75 100 for $29.50 


COLOR COMBINATION: No. SS-506—19x30 inches. 
ORANGE, BLUE’ AND BLACK 6 for $2.40 25 for $8.75 100 for $29.50 


2018 , BARRISON-WAGNER COMPANY 


LOUIS 3, MISSOURI 
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Trade Mark Pat. Pend. 


A fast-reading new type face for increasing the effective- 
ness of your visual selling. The artist has developed in 
Bon-Air a style that imparts quality, is clean-cut and goes 
well with today's style trends. Alternate letters and com- 
binations are supplied in the capital A and |, lower case 


a, e, o and s; as well as Th, th and tt. 


Fall Flutterings 
in the Fashion World 


C); Ld. H's the 7: aes 


Modified, yes, with 
rounded folds above the 
shorter puffed skirt,..89. 


Styles in type change, too. Are you trying to sell today’s 
fashions with outmoded lettering? Your presentations can 
take on added appeal when your messages are as up to 


date as your merchandise. 


Bon-Air is on an exclusive basis for one store in a trading 
area. Do you like it? ... Write for proofs, specifications 


and prices. 


T,, MORCGAR 


SN MACHINE Co. 4510 N. RAVENSWOOD AVE., CHICAGO 40, ILL. 
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For ... 

Displays 

Models & Hobby 

Animations 

Floats 

Television 

Movies 

Street Decorations 

Signs & Advertising DISPLAY 
Schools JOBBER 


Many other uses 


* 
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FORM A HABIT WITH “FORMIT" Write for sample kit ($3.00 each) and brochure. 


DISTRIBUTORS: 


East and South East Mid East West Coast 


DAVID & MICHAEL SLOAN, INC. HARLAN INDUSTRIES WHOLESALE SUPPLY CO. 
365 Thatford Ave., Brooklyn 12, N. Y. 125 West Hubbard, Chicago 10, Ill. 6500 Santa Monica Blivd., Los Angeles, Calif. 


Mid-west, South-west and Mountain States Canada 
MINNESOTA ARTISTIC PRODUCTS KENMORE SNOW PRODUCTS 


200 Fourth St. S.E., Minneapolis, Minn. 375 Kennedy Road, Toronto 13, Ont., Canada 
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Attention Display Directors... 


DO YOU KNOW ...??? 


107 inch Wide SEAMLESS covers more square feet 
AT A LOWER COST than any other — item. 


Order Bulkton SEAMLESS _ rt a 


for your FALL and 


BACK to SCHOOL trims Jf” + INSPECT your DELIVERIES “%,%.% 
. 2 e DON’T ACCEPT A SUBSTITUTE— ‘“% % 
this year. : >» 


For your protection each carton 
of Bulkton Seamless is sealed with 
Bulkton Tape. 


We Are Flattered.. . 


Competition continues to copy 
Bulkton's colors and color names 


However...Don t Be Switched 
INSIST on a Proven Product 


SUPPLIED BY A 
RELIABLE SOURCE 





WIDE SEAMLESS 
Jhe Quality Line 


( @ The COLORS are BRIGHT and 
VIVID 
@ SNAPPY RIGIDITY makes it 


easy to work with 
because ‘ @ The FINISH is ANTIQUE for 


true color value 
@ The PAPER is UNI- 
FORM and CLEAN 





. 


BULKTON is known for 


e Quality e Service 
e Dependability 


US | | eee CORRY, PA. corey 2.8257 


AUGUST, 1958 











GREATEST BOOK ON DISPLAY 


Ever Published, Say Country's Leading Display Authorities 
NOW IN ITS THIRD EDITION 





IAMS GIG PLAY 


Endorsed by the country’s 
foremost display directors. 


PRICE +10 POSTPAID 


immediate Delivery! 
PARTIAL LIST OF CONTENTS 


Training for Display Work 
Recipe for a Displayman 
Common Errors in Displicy 
Working Methods 
Application of Art in Display 
Abstract Art in Display 
Technique of Painting 
Technique of Enlarging 
Eye-Catchers 

Paper Sculpture 

Display Materials 

Papier Mache 

Balance and Symmetry in Display 
Line and Form in Display 
Principles of Contrast 


How to Master the Space Problem 


Preparatory Work 

The Window Pian 

Birth of a Show Window 
Display on a Small Budget 


Variations on a Basic Idea 
The Display Calendar 

Layout of Merchandise 
Display of 19 Different Wares 
Small Windows 

The Store Front 

Interior Display 

Expositions and Trade Fairs 
Decorations on the Store Front 
The Flower in Display 

Color 

Paints, Binders and Thinners 
Lettering and Display Signs 
Lighting 

Animation in Display 

Figure Draping 

Display Fixtures 

Economy and Good Housekeeping 
The Workshop 

Windows of the World 


DYNAMIC 
DISPLAY 


TECHNIQUE AND PRACTICE 
By FRANK J. BERNARD 


Contains Everything 


ABOUT DISPLAY 
— You Must Have A Copy 


...to make your displays sell more goods faster 
... it's the kind of book you have been waiting for 
... it’s a necessity for everyone engaged in display 
or using displays 


SIZE 9 x 12 INCHES — CLOTH BOUND 


268 pages 


MORE THAN 


600 illustrations 


The publishers of DISPLAY WORLD for years have sought a 
modern text and reference display manual of this kind and now, 
in DYNAMIC DISPLAY, they offer a long-needed book which 
everyone in display will be proud to own. It is a complete 
treatment of modern display technique and practice. The 
student will find it a sure guide to display techniques and a real 
help toward steady improvement and perfection in his work. 
For the experienced and professional displayman it is rich in 
display ideas and an invaluable reference work —in fact. a 
display library in itself. Retailers, both large and small, will 
find it a positive guide to good selling displays. The author 
draws freely on his wide experience to explain each facet of 
retail display and shows by photographs and sketches the 
practical application of display techniques for modern displays 
that sell. Display problems and their solutions are explained in. 
detail. It gives display a scientific background to make the 
medium of display more powerful and effective. Study the 
partial list of contents ana you will realize that this is a book 
you MUST have. Its value to you cannot be measured by its 
reasonable cost. 


Order Your Copy NOW! 


DISPLAY WORLD, Cincinnati 1, Ohio 
[] Please send me postpaid a copy of DYNAMIC DISPLAY, for 
which $10.00 is enclosed. 


[] Please send me a copy of DYNAMIC DISPLAY and enter or 
extend my subscription to DISPLAY WORLD for one year, for 
which $14.00 is enclosed, a cash saving of $1.00. (All foreign 
combination orders except Canada $1.00 additional.) 
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Commercial Art Shops, 
ae Charlotte, N. C., Pioneers 
su BSUS hes Exciting Sign Techniques with 
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Left: Display booth at Signorama, Cleveland, 1958, where 
demonstrations of P-T Panels drew constant crowds. 
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Below: Pattern board of over forty sizes 


Below: Sho Card background is *A6” Upson. Raised 
and shapes of P-T Panels. 


panels are Easy-Curve. Cutouts are %” Upson. 


Si 
a ~ 


Raz 


UNIONPLAN' 


Below: Three sheets of Easy-Curve being 
placed on the cutting table. 


Below: Operator selects from twenty patterns. 
This selection may vary from one to twenty. 
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Below: Operator completely fills the face 
of the board with pattern outlines. 


Below: P-T Panels stacked on the cutting table 
with paint cans. Waste from this job could 
be held in an envelope. 


Below: Cutawl operator with a partially 
completed cutout job. 
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Upson Boards 
In Display Work 

















uPSON) THE PROFIT LINE ““————— 


Position 





Os 


THE UPSON COMPANY 


OO, 
Wallboard Division, Lockport, N.Y. 


Address 
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DISPLAY WORLD INTERNATIONAL 


DISPLAY CONTEST 


DISPLAY WORLD'S big contest for 1958 
got under way January |. Decide now 


to take part. There are 99 merchandise 


and service classifications, and every dis- 


playman is eligible for the plaques and 
medal awards. This Ninth International 
Display Contest — with 309 awards — will 
continue to prove an incentive to still better 
display throughout the world and to reward 
outstanding displaymen with tangible evi- 
dence of their ability. It is our belief that 
this recognition of meritorious work will bene- 
fit the entire profession, and we view it as 
one of our obligations to the field we serve. 
All displaymen are invited to participate. 


There are no restrictions. 
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CLASSIFICATIONS 


36. Notions. 
37. Linens, bedding. 
38. Furniture. 


Women's and Misses’ eve- 
ning weer. 
. Women's dresses. 
Women's sportswear. 39. House furnishings. 
Women's coats, suits. 40. Paints, wallpaper. 
Furs. 4!. China, glassware. 
Bridal display. 42. Silverware. 
. Lingerie. 43. Toys. 
Millinery. 44. Luggage. 
. Women's footwear. 45. Sporting goods. 
. Women's hosiery. 46. Musical instruments. 
. Handbags, umbrellas. 47. Radios, television sets. 
. Women's gloves, accessories. 48. Gift novelties. 
. Jewelry. 49. Books. 
. Handkerchiefs, blouses. 50. Stationery. 
. Corsets, surgical garments. Si. Greeting cards. 
. Women's bathing suits. 52. Drugs. 
. Cosmetics, perfumes, etc. 53. Tobacco, smoking 
. Children's apparel. equipment. 
. Children's footwear. 54. Groceries. 
. Children's hosiery. 55. Candy. 
. infant's wear. 
. Men's clothing. 
. Men's shirts. 
. Men's neckwear. 
. Men's hats. 
. Men's shoes. 
. Men's socks. 
. Men's underwear. 
. Men's swim suits. 
. Men's sportswear. 
. Men's toiletries. 
. Men's robes. 
. Men's evening wear. 
. Men's gloves. 67. Automobile accessories 
. Yard goods. and equipment. 


oe aONOWAWwh 
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57. Refrigerators. 

58. Ranges. 

S59. Laundry equipment. 
60. Lamps. 


61-A. Major appliances. 

62. Vacuum cleaners. 

63. Kitchen equipment. 

64. Garden tools and 
equipment. 

65. Hardware 


56. Liquor, other bottied goods. 


61. Electric and gas appliances. 


66. Automobile showrooms. 


. Florist display. 
= 
70. 
71. 
72. 
73. 
74. 
75. 
76. 


Photographic equipment. 
Optical goods. 

Exhibit booth. 

Exhibit display. 
Institutional display. 
Civic display. 

Christmas interior. 
Christmas facade and 
marquee. 


. Christmas window display. 
78. 

. Showcards, pen-lettered. 

. Showcards, machine-lettered. 

. Showcards, hand-lettered. 

. Banks and other service 


Fioats. 


institution display. 


. Travel display. 

. Animated display. interior. 
. Animated display, window. 
. Anniversary display. 

. Valentine Day display. 

. Easter display. 

. Mother's Day display. 

. Cotton Week display. 

. Father's Day display. 

. Independence Day display 
. Thanksgiving Day display. 
. Style show setting. 

. Interior “shops”, such as 


"Town & Country", ‘Bud- 
get’, etc. 


. National advertiser's display. 
. National advertiser's display 


unit. 


. Miscellaneous. 


Mail Your Entries to Contest Editor 


Top awards will be beautiful gold, silver and 
bronze plaques, and there will be gold, silver 
and bronze medals presented in each of 99 
classifications covering every type of mer- 
In addition, a gold medal will be 
awarded each month for the best display 


chandise. 


entered in the contest during that month. 
Thus there will be a total of 309 awards. 


Every displayman, no matter where, is invited 
to participate in this contest. There are no 
strings attached, no entry blanks, no slogan- 
writing; nothing is required but good displays. 
Read the rules carefully and get your entries 
started today 


The more entries submitted, the better your 


. and keep them coming. 


chances for international recognition. 


RULES 


. Any displayman in the world may enter this contest; 
it is mot necessary to be a subscriber to DISPLAY 
WORLD. 

. All entries must be of displays installed during the 
year 1958. 

. Entry is by means of one or more unmounted black- 

and-white glossy photographs, preferably 8 x 10 
inches in size. As many entries may be made as 
desired. No entries will be returned. 
Each photograph must be clearly marked on the 
back with the name of the entrant, store, city, and 
contest classification. Example: “John Jones, Dexter 
& Sons, Kansas City, Mo. Classification No. 74”. 

5. All entries become the property of DISPLAY WORLD. 

6. All entries must be sent to Contest Editor, DISPLAY 
WORLD, Cincinnati 1. 

7. Entries may be submitted at any time. All entries 
received during a given month will be judged for 
the monthly gold medal award for the “Display of 
the month”. The contest ends December 31, 1958. 

. The entry judged best in its classification will re- 
ceive 3 points and a gold medal; second best, 2 
points and a silver medal; third best, 1 point and a 
bronze medal. The entrant who receives the great- 
est total number of points will be awarded a gold 
plaque, suitably engraved; the one receiving the 
second greatest total number of points will receive 
a gold plaque; the third greatest total number of 
points a silver plaque, and fourth a bronze plaque. 

- Each photograph entered will be eligible for only 
one classification. 

- Judging for the annual awards will be done by an 
outstanding board of well-known display authorities. 
Their decisions will be final. 

Judging for the monthly “Display of the Month” gold 
medal award will be done by the editorial staff of 
DISPLAY WORLD. Their decision will be final. 
In case of a tie, duplicate awards will be made. 


DISPLAY WORLD, cincrinnar! 1, on10 
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DISPLAY WORLD 
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Decor tl e Pla NT corp 


First with the Newest for jover Sixty years. 


136) West 24th Street, New York City, mM. Y. 
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It is a tragic thing, that in the hurry and drive of daily 
activities we Americans take our business associates so much for 
granted that we neglect to think of flowers on the desk until the 
time comes, sometimes with no warning, to place flowers on the casket 
of one departed. 


DISPLAY WORLD, and the display industry has suffered the loss of 
aman who, during his life in the field, has fortunately received 
many of his flowers from those whom he served so well, in the form 
of international recognition of his knowledge of the industry and his 
service to it. 


Those of us who were associated closely with Reis Kash know 
best what this means to both his publication and to the display 
profession and industry. 


Display, though, being theatrical in its approach to the public 
must observe at least some of the traditions of the stage. The show 
must go on. The gap must be filled --—in this case, not by a stand-in, 
but the actor must be replaced. 


As this is being written the “casting office" is interviewing 
prospective editors, and before this is published an approach to the 
solution of the problem will have been made. 


The problem is great, because by no stretch of the imagination 
can over 20 years of experience be compressed into the immediate 
hours and days of the future, within a new personality. The highly 
specialized nature of the display industry itself precludes this 
possibility. The best that can be justifiably expected is the 
ultimate location of a man who, along with other, more general 
qualifications, possesses a capability which allows for the 
specialized development which will allow him to live and feel display 
as well as to recognize its importance. Such a man does exist, and 
it has become the challenging responsibility of DISPLAY WORLD to 
locate him and place him in the shoes that will be next to impossible 
for him to fill completely. The challenge has been accepted, 
difficult though it is, and, until the gap has been filled 
completely, the traditional service of the publication will remain 
uninterrupted. 


The comparatively small attendance at the clinic during 
Market Week was a great disappointment to me. It was a super 
excellent presentation on the subject of FASHION IN DISPLAY by a 
group of recognized authorities and each of them did an exceedingly 
fine job. This clinic was actually worth a fee for attendance and 
the displayman's trip to market week was really worth the cost of 
the trip to New York to store management for this one educational 
feature. The display profession in the United States has a long 
road to travel before it achieves the executive status we had set our 
goals for, but this will never be accomplished until displaymen 
themselves realize their responsibilities and pull themselves up by 
their own boot straps. The goal is a realistic one and can be 
achieved; it's up to you. Do grasp (Continued on page 38) 





PERMA GLITTER Xmes Motif Ni 


SPARKLING CHRISTMAS DESIGNS FF 


Here is the most attractive, eye-catching line of papers 
for floorings and background displays. Gustave Rubner's 


all-new designs, so enthusiastically received at the NADI 
Show, are now available. 


HOLIDAY STRIPES 


y 


‘ . => 
And, in addition, the original Rubner PERMABRITE Jewel! Cloth— \ > RO 

in 10 brilliant, non-tarnishing, Christmas colors. Ask for samples 
from your distributor or jobber now! 





There's always something new 


iin 
RUBNER —.... 


5925 Broadway, New York 63, N. Y. 





Division of Cellu-Craft Products Corp.. New Hyde Park. N.Y. 


CRYSTAL GLOBES 


AUGUST, 1958 








REIS C. KASH — Mr. Display 
1906-1958 


Reis C. Kash was taken to his reward suddenly on Monday, June 23, as the result of a 
heart attack. His untimely death came at a time when he was to have attended NADI 
Market Week in New York City, where he was missed by hundreds in the display profession 
and its related industries. 

Known as Mr. Display because of his long tenure as editor of DISPLAY WORLD, 
he will be sorely missed. He was a constant advocate of display and its important place 
in merchandising. 

Coming to DISPLAY WORLD in 1935 from the newspaper field, he made his attach- 
ment to the display field his life’s work. His personality was reflected truly in his monthly 
feature, Editor's Comment, which had come to be looked for eagerly and enthusiastically 
treasured by many in the display field. 

He was recognized as being unbiased in his praise or criticism of display practices and 
for being always a step ahead in his advocacy of new policies and new approaches on the 
display scene. It will be difficult indeed to fill his vacant chair. 

Modesty sometimes cloaked his brilliant and analytical mind, because he chose to 
pursue his chosen work without fanfare and outside the glamour of the spotlight. During 
his career, he traversed the country from coast to coast and from the Great Lakes to the 
Gulf, serving as an ardent advocate for display before display clubs, advertising clubs and 
business associations, and his fame traversed beyond America’s shores and was inter- 
national. It was climaxed by his trip to Europe last year, where he was the guest of the 
Kaufhof Company, Germany’s largest departrnent store chain. 

The same studious and devoted attention with which he so ardently favored display 
was also directed to the field of Masonry, where he was recognized as a prominent authority 
on Masonic history. He was a former vice-president of the Cincinnati Masonic Library, 
an officer of Avon Lodge 542 and a member of Trinity Commandery, Knights Templar. 
Active also in his home community, he had served as a councilman of Golf Manor, Ohio, 
a suburb of Cincinnati, for several terms. 

He is survived by his wife Mary and three sons, Dennis, Reis and Richard. 

May his devotion to display be rewarded by a continuation of the onward march of 
this great, great business aid. 
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NADI Market Spotlights Christmas 






With Superior Display Products 


Largest ever in attendance, exhibits and space used . . . Clinic 


session of great value ... Business reported good to excellent 


... Every detail handled perfectly and wins approval of all. 


PPROACHING the ultimate in organi- 
zation and planning, the 1958 fall 
and Christmas Display Market Week 

of the National Association of Display In- 
dustries opened with a record-breaking at- 
tendance on Sunday, June 22, in New York 
City. The show comprised the entire facili- 
ties of the New York Trade Show building 
and the available exhibit space at the Hotel 
New Yorker. At the opening of this great 
display event all exhibits were in order, and 
particularly noteworthy was the absence of 
any contusion. This indeed a work- 
manlike job and no end of praise is due the 
president of the association, Sylvan Freund, 
its managing director, Gabriel Valenti, and 
D. W. Carlton, president of the New York 
Trade Show building. The coordination 
of all responsibilities and details by these 
men was the reason for this fine result. 


Was 


This year’s event was the largest in many 


respects. The attendance of nearly 4,500 


surpassed all previous records; the number 
of exhibits, 120 was also the largest ever: 
and the amount of exhibit space required 
was by far greater than ever before. 
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Under such tavorable conditions, the best 
buying results could be expected and when 
the show turned down the lights on Thurs- 


day, June 26, most exhibiting companies 
reported a good volume of business; in fact, 
any number of them reported sales beyond 
their expectations. So in spite of a tighter 
retail profit situation and somewhat reduced 
display budgets, the show 
ably a tremendous success. 


was unquestion- 


Noteworthy was the quality of the display 
wares shown, superior both in originality, 
design and construction, and priced at about 
the same level as last year. lhe opportuni- 
ty was definitely afforded the display buyer 
to spend his display appropriation to much 
better advantage and retailing can look for- 
ward to an exciting Christmas display 
season. 

The exhibit of the Silvestri Art Manutac- 
turing Company was really a Christmas tan- 
tasy, what with its usual animated settings 
and still units. It is 
variety of ideas which this company creates 
from year to year. When it comes to dra- 
matizing Christmas, Silvestri 


amazing to see the 


surely has 





the Know-how. 


Then one comes to the ex 


hibit ot the Bliss Display Corporation, a: 


organization not to be denied leadershi 
also in the field of large animated display 
units Its huge Christmas tree unit. 25 fee 


t 

in height was a traffic stopper at the show 
1 will be at any location that is fortunate 
| itself of it. W. L. Stensgaard & 


Associates comes into the same class with a 


to aval 


very diversified line and many settings that 


are entirely new and original in concept 

D. G. Williams, Inc., at its Seventh Avenu 
showrooms put on a show of shows, the 
theme being, “A Thousand and One Nights, 
and what a gorgeous presentation it was 
with popular Dot Williams as_ hostess 
When seeing this magnificent group of set 


tings how can anyone question the proven 
tact that dramatized merchandise presenta- 
tion pays off? 


The flower 


The smart boys know it does 


and decorative houses were 


—New board of directors of NADI .. . top 
row, left te right .. . Irwin A. Rhodes, Richard 
J. Adler, David Sloan, Edgar Moser, C. G. 
Woelky, Fred Reynolds, John J. Denton, Tom 
Hughes, Ray Rubin, NADI attorney, Gabriel 
Valenti, managing director bottom 
left to right . . . Gordon Keith, Nathan Silver- 
blatt, Earl Gasthoff, Sylvan Freund, Larry J. 
Charrot, Alvin M. Mendle and George Silvestri— 


row, 





represented with units that 

offered in previous 

showings ot Schack’s, Inc., 
L. J. Charrot Co., 


outstanding in this 


tnose 


and 


were 


were exciting exhibits by others, 

will not permit a detailed descrip- 
and these including every type of dis- 
init, fixture, material and accessory, all of 
hich will play a big part in the 1958 Christ- 
as display program throughout America. 
Market Week 
on Wednesday morning, a sym- 
posium devoted exclusively to FASHIONS 
N DISPLAY. This was under the chair- 
manship of Joseph Mack, promotion director, 
Street & Smith Publications, who in his in- 
troductory remarks “Today primarily 
we want to expose to you what the fashion 


play 


The real highlight of was 


the clinic 


said: 


magazine does tor the displayman and gen- 
tashion magazine : 
retailing to 


erally what the does in 


great world of promote 
Helen Valentine, 
magazine, 
pol force tashion is in 
increasing sales and widening markets in all 
“To boil it down,” said Miss Valen- 
fashion is the essential ingredient in 
creative selling, and creative selling visual- 
through creative display was never 
more important than in this world of 
changing needs and changing values, a world 
in which only change is security.” 
speaker, Edith Raymond, 
associate fashion editor of Mademoiselle 
magazine, brought out the provocative situa- 
tions which new fashions create. They are 
exciting, they are news and do create sales 
in big volume. At one point, she said, “Our 
printed page work. From 
then on it’s up to the store, it's up to you 
to lure the customer into buying new 
fashions. Displays in windows and inter- 
iors are most often the first public visuali- 


[he first 
editor-in-chiet ot 


was 
(Charm 


speaker 
who 


ointed out the great 


ized 


1. k 
| ne second 


does the spade 


zation of what's new and exciting. But how 
many displaymen or women know what the 
exciting new tashions You cannot 
afford not to be kept informed on 
and trends.” 

hird speaker was Ruth Adams, pro 
motion manager ot Living tor Young Home- 
makers who deplored the tact 
that the feld of house furnishings 
sadly “Here, too, fashion plays 
an all-important Mrs. 
looking for ideas, she’s eager tor them and 
she needs help. So, whenever plan 
displays, whenever we plan displays we say 
to ourselves: ‘We've got to have some good, 
adaptable that display that 
we can give a consumer so that she knows 
that we're giving her’ a little bit extra 
service, that you're giving her a little bit 
more than the tellow who sells across the 
street. Ii you can create for that woman 
It you can create for that woman room 
settings and window settings, you are 
giving that woman ideas that she can steal 
and take home and adapt in her own home.” 

And finally, Joseph Liebman, pro- 
motion director of Bamberger’s, delivered a 
brass tacks address that really proved that 
display does pay aand pays handsomely. His 
address appears elsewhere in this issue. 

The National Association of Display 
Industries is to be congratulated on having 
sponsored this fine and practical clinic 
and it can be stated forcetully that every 
displayman that missed it was the loser. 

A big feature was a grand prize, consist- 
ing of a round trip for two to Nassau 
Bahamas on the S. S. Nassau with a week 
for two at the exclusive Emerald Beach 


are? 
well 


fashion news 


magazine, 
was 
neglected. 
role. America is 


Ve 11 


easy ideas in 


sales 


—Newly elected NADI officers . . . top row, 

left to right . . . Richard J. Adler, vice-presi- 

dent; Edgar Moser, trecsurer . . . bottor row, 

left to right . . . Earl Gasthoff, president; Irwin 
A. Rhodes, secretary— 


YY ~ 


5 . . one : 7? 


3 \? phe | i 


, » 
mee A rh 
: * a ee > 
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ee 


—One of the larger Christmas display units 
Walt Disney's 
Sleeping Beauty by W. L. Stensgaard and 
1! feet in height, 


other dimensions in proportion . 


seen during Market Week . . 


Associates, Inc., Chicago... 
. a Disney- 
land castle in new finish and beautiful color- 


ings— 


hotel. This was won by Julius Gralla, 
Harveys, Brooklyn 13. The drawing 
was made following the clinic on Wednes- 
day. 

Market Week closed on Thursday in a 
general teeling of satisfaction for a job 
well done. 


—The largest Christmas unit at Market Week 
. « - @ giant Christmas tree 25 feet in height 
and 8 feet in width . . 
. « « lower stage, Nativity scene . . . second 


made in five stages 


stage, 12 animated choir boys pull the bell 
cords that extend from the 12 animated bells 
in the third stage . . . fourth stage, 7 angels 
with trumpets . . . fifth stage, Santa and huge 
reindeer .. . finial at top is 6 feet high, fash- 
ioned after Lippold's gold sun entire dis- 
play revolving and animated .. . by Bliss 


Display Corporation, Long Island City— 
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Gasthoff Elected NADI President 


HE annual National 
Association of Display Industries was 
held preceding market week at the 

Hotel New Yorker on Friday evening, June 

20, with the largest attendance ever. Sylvan 

Freund, president, presided, and the roll call 

indicated nearly 120 member firms repre- 

sented. Freund reported a growth in mem- 
bership and noteworthy progress in_ the 

finances of the association, reporting that a 

reserve fund of $10,000 had been created. 


meeting of the 


The board of directors had met the pre- 
vious evening and among other matters had 
approved the draft of the constitution and 
by-laws under the chairmanship of Irwin 
Rhodes and ordered it presented to the 
membership for adoption. 


This became the most important business 
of the meeting and after considerable dis- 
cussion of several provisions, particularly 
the section calling for the election of officers 
by the board of directors, the constitution 
and by-laws adopted as originally 
draited. 


were 


The new constitution calls for a 15-mem- 
ber board and the election was proceeded 
with, the following being elected: Earl 
Gasthoff, Sylvan Freund, Irwin Rhodes, 
Nathan Silverblatt, Gordon Keith, C. J. 
Woelky, Alvin M. Mendle, Fred Reynolds, 
Richard J. Adler and Tom Hughes. These, 
with the hold-over directors, L. J. Charrot, 
Jerry Denton, Edgar Moser, Dave Sloan and 
Silvestri, constitute the board of 
directors for the ensuing year. 


(,eorge 


Silvestri then made two well-deserved pre- 
sentations for well done: A gold 
watch to Richard J. Adler, retiring treas- 
urer and a color television set to Sylvan 
Freund, retiring president. 

A third reward for exceptionally meri- 
torious service to the association for many 
years was a plaque to D. W. Carlton, presi- 
dent of the New York Trade Show building, 
who has given his competent service to the 
NADI unselfishly, particularly during the 
period of the reorganization of the associa- 
tion. 


serv ices 


Gabriel Valenti made his first report to 
the association in his capacity as managing 
director, reported substantial 
the affairs of NADI and was 


progress in 
enthusiastic 


—Upper left . . . George Silvestri, chairman of 
Freund, 
president, with the color television set shown 


the board, presents Sylvan retiring 
in the photo . . . upper right . . . Silvestri 
Richard J. Adler, retiring treasurer, 
with a gold watch ... lower photo... D. W. 
Carlton, president of the New York Trade Show 


building, center, receives a plaque in recog- 


awards 


nition of his years of service from Freund as 
Gabriel Valenti, managing director, left looks 


on-— 
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New constitution adopted . . . 1959 


Christmas Market Week at Conrad 
Hilton Hotel, Chicago . . . Cash 


awards for best essays on display. 


over the future that lay ahead for the 
industry. He reported that the 1959 Christ- 
mas Market Week would be held at the 
Conrad Hilton hotel, Chicago, June 21-25. 
A motion was moved and adopted to 
arrange for one night opening for future 
market weeks, the closing time to be 9 p.m. 
3efore the meeting adjourned an eloquent 
tribute was paid Retiring President Sylvan 
Freund by Edgar Moser and he surely de- 





for carrying the 
through a crisis last year and 


building for it a sound financial 


served it associatiol 
serious 
foundation 
A meeting of the newly elected board of 
directors was then held under the chairman 
ship of Earl Gasthoff at which many perti- 
nent matters were discussed. Of particular 
merit was a plan to award cash prizes for 
the best 
college graduate students, and for this pur- 
Alvin M 
Hughes and Fred 
In addition a publicity and pro- 
motion committee was appointed under the 
chairmanship ot Nathan Silverblatt, the 
committee to be appointed later. 


essays on the value ot display by 
pose a committee was appointed: 
Mendle, chairman, Tom 
Reynolds. 


Thus ended a very eventful and 


ful vear for the association. 


SuUCCESS- 








es Mecting ee 


Mr. and Mrs. Noel Lituchy, Noel Mig. Co., New York City; 
Bernard Weinberger and Joseph Helft, Met-Wood Floral 
Manufacturers, Inc., Trenton; Charles Waldman, Standard 
Fixture Co., Inc., Dallas; David Stempler, United States 
Display Corp., Lynbrook (N. Y.); Bud Rosen and Leo W 
Sanderson, Resident Display, Inc., New York City; N. H. 
Austen, Austen Display, Inc., New York City. 


David Sloan, David and Michael Sloan, Inc., Brooklyn; 
Frank D. Humbert, General Display Corp., Cincinnati; 
Thomas M. Hughes, Garrison-Wagner Co., St. Louis; W. R. 
King, Reyburn Mfg. Co., Inc., Royerstord (Pa.); Lawrence 
H. Bronson, James A. Cole Co., Inc., New York City; Dick 
Kahn, Union Novelty Co., New York City; Arnold Pierson, 
Duplex Display & Mtg. Co., Philadelphia; Mr. and Mrs. 
William Price, Rip Studio, Inc., New York City. 


Norman Ginsberg, Dismar Display Marketers, Inc., Phila- 
delphia; Werner Leburg and Martin Schloss, Decorative 
Creation & Art Flower Co., New York City; Mr .and Mrs. 
Walter E. Spaeth, Spaeth Displays, Inc., Astoria (N. Y.); 
Werner S. Brunn and Richard O. Langham, Brunn & 
Bertheim, New York City; Ludwig Mussliner, Leo Prager, 
Inc., New York City; Eugene Eppler, New Style Studio, New 
York City; Alfred Cole, Ev-Ready Advertising, Inc., New 
York City. 


Samuel Gilinson, Samuel Goldinger and Milton Nassau, Chic 
Display Co., New York City; Jim Branch and Louie Hulme, 
Display Magazine, Fort Worth; Oscar F. Igersheim and 
John Labaschin, Plastic Fabricators, New York City; Frank 
Dubin, A. Lutz Co., New York City; S. Rosaler, Swivelier 
Co., Inc., Brooklyn. 


Charles W. Howard, Santa Claus School, Inc., Albion 
(N. Y.); Philip S. Gray, Schack’s, Inc., Chicago; Milton N. 
Werner, Starer Displays, Milwaukee; Mr. and Mrs. Sylvan 
Freund, Decorative Plant Corp., New York City; Mr. and 
Mrs. Harry Menzin, Arts and Flowers Displays, New York 
City; Benjamin Wolburg, Bonafide Display & Decorative 
Co., New York City; Hal Kiernan and Ray Mergan, Morgan 
Sign Machine Co., Chicago. 


= 


Sidney Helfand and Norman Singer, Imperial Display Corp., 
New York City; Edward Zahn, James A. Cole Co., Inc., New 
York City; David Kessler, Imperial Display Corp., New York 
City; Rocco Scarano and Frank Scarano, Regal Flower & 
Display Co., Maspeth (N. Y.). 


be 


Me i 
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Robert Rhodes, Madisonia Manikins, Inc., New York City; 
Jack Alt, National Association of Display Industries, New 
York City; Fred Reynolds and George W. Young, Jr., 
Reynolds Printasign Co., Pacoima (Calif.). 
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Wm. L. Baer, Wm. L. Baer Co., Fort Lee (N. J.); H. V. 
Schaffer, Ankerum Mfg. Co., Philadelphia; Nate Silverblatt, 
DISPLAY WORLD, Cincinnati; Alvin Brown, Decorative 
Displays, Maspeth (N. Y.); Joseph Cohen, United Artificial 
Fruit Co., New York City; R. A. Ohlhorst, Jr., R. A. Ohl- 
horst Co., Jersey City; Walter Sturm, R-Tex Co., Jersey 
City; Sanford Schwartz, Sidney Newhoff & Associates, Los 
Angeles; James R. Nesbit, Nesbit Industries, Inc., Chicago. 


Phil Weinberg, Thall Plastics and Metals, Inc., New York 
City; Nathan Eisner and Bert Klein, Decorative Utilities, 
Inc.. New York City; Jerry Kanter, Kurst S. Adler, Inc., 
New York City; Ernest Salomon, Sama Plastics, North 
Bergen (N. J.); Steve and Hugo Carano, Tero, Inc., New 
York City; Douglas Ballin, Jr., Jean Ballin Designs, Green- 
wich (Conn.). 


David L .Opperman, Columbia Display Materials Co., Brook- 
lyn; David Stromberg, Mutual Display Mfg., Cleveland; 
Bernard Barondess, Gustave Rubner, Inc., New York City; 
Herman C. Stern, Park Lane Fabrics Co., Inc., New York 
City; Michael Halpern, Lustra-Cite Industries, Inc., Brook- 
lyn; Monte Seewald, Decorative Novelty Co., Brooklyn; 
Bill Hinson, Bulkley Dunton & Co., Inc., Corry (Pa.); 
Harold Moses, Mutual Display Mfg. Co., Cleveland. 


Joe Meo and Irving Galfund, Jay-Gee Studio, New York 
City; Mr. and Mrs. A. Puddu and Mr. and Mrs. A. Martinelli, 
Puddu & Martinelli, New York City; Mr. and Mrs. K. Tann- 
hauser, Kaytee Imports, New York City. 


Mr. and Mrs. Ted Key, Creative Promotions of California, 
Oakland; Mr. and Mrs. Robert Lukins, Empire Display 
Mtg. Co., Inc., New York City; Al Schwartz and Charles 
Wagner, Norwood Designs, New York City; Mrs. H. 
Rossner, Mrs. F. Paseira and Miss Bea Rosenthal, Mileo 
Mannequins, New York City. 


Martin Kent, Northcraft Lighting Corp., Nanuet (N. Y.); 
Charles Malhorsky and Harold Reed, Artificial Plant Co., 
Chagrin Falls (Ohio); Mr. and Mrs. Gordon Keith and 
Carleton Banks, Gordon Keith Originals, Columbus; John 
March, Artificial Plant Co., Chagrin Falls (Ohio): Mac 
Strumpf and Bernard Lubow, Kenbury Glass Works, New 
York City. 


Max S. Mayer, Jane Adams and Jeannette O. Mayer, The 
Greneker Corp., New York City; J. F. Gasthoff, Jr., Gasthoff's 
Mfg. Co., Inc., Tampa; J. J. Librizzi, Radiant Glass Fibers 
Co., Inc., New York City. 
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First column, top to bottom — Mr. and Mrs. Ed Doerr of 
Doerr and Associates, Inc., Portsmouth, Ohio; Ray Morgan 
of The Morgan Co., Chicago, and Joseph Law of J. W. Knapp, 
Lansing, Mich.: Earl Lindstrom and Mrs. Barrango of LC. 
Barrango Co., San Francisco: Earl Hargrove ot Hargrove 
Display, Washington, and Victor Haida of Victor Haida Dis- 
plays, Inc., New York; Martin Renner and Joseph Wishner of 
Maharam Fabric Corp., New York: N. B. Leibson and Louis 
Volinsky of New England Decorators Supply Co., Boston; 
Miss Schackner, Harry Berkoff and Robert Berkoff of Harry 
Berkoff, New York; Harold Halzer and Henry Victorson of 
Crown Display, Providence. Second Column — Harry Wein- 
berg, Richard Ochsenbein, Harry Meyers and Sidney Chair- 
man, of Duplex Display & Mfg. Co., Philadelphia; Ted Stokes, 
Earl Gasthoff, Jack Rovee and Harold Felgenhauer of Earl 
W. Gasthoff Co., Danville, Ill, and Mr. Larson from Carson 
Pirie Scott & Co., Chicago, and George Hettinger from 
Goldsmith’s, Memphis: Norwood Gregory of Hutzler Bros., 
Baltimore; Oscar Dorsey, Miss Pearl Hood, Norbert H. Austen 
ot Austen Display, Inc.,. New York: Miss Jeanne Malambre 
and Thomas Schenkel, Samuel Goldinger, Samuel Gilinson 
and Milton Nassau of Chic Display Co., New York, and Miss 
OQuida Burchfheld ot Ouida Designs, Los Angeles: Arnold 
Janowitz and Fred Jonas of Allied Display Materials, New 
York; John Burress, Arthur Sabo and Richard Gackenbach 
of J. C. Penney Co., New York; Joe Meo, Dick Schena, Irving 
Galtund and Ted Colombo of Zaria Displays, Jim Fryman of 
Perkins-Timberlake, Wichita Falls, Texas; Mr. and Mrs. 
William Price and daughter, Isabelle of Rip Studio, Inc., New 
York. Top — Russell D. Shaw of Dickson & Ives, Inc.., 
Orlando, Fla., and George Silvestri of Silvestri Art Mfg. Co., 
Chicago: Robert Ascher of Stern Bros.. New York: Gustave 
Uhl and Ben Walters of Walters Industries, Inc... New York. 
Bottom — Harold Brant of Ohio Edison, Massillon, Ohio: A. D. 
Cook ot Cook & Meier, Inc., Chicago, and Westley C. Vincent 
of Steketees, Grand Rapids; Jack Pentes of Commercial Art 
Shop, Charlotte, N. C., and Lemuel Owens of Spainhours, 


Hickory, N. C. 
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Top — Rex Montgomery of Penn Traffic Co., Johnstown, Pa., and 
Sylvan Freund of Decorative Plant Corp., New York; James Hines 


of Cleland Simpson, Scranton, Pa., and Al Bliss of Bliss Display 


Corp., Long Island City, N. Y. Bottom three — Stanley G. Cohen 
and William Cohen of Art R. Cohen Co., Pittsburgh: M. Randall, of 
Arts & Flowers Displays, Inc., New York, and C. H. Baston of 
Loveman's, Chattanooga; S. T. McNamara of Adler-Jones Co., 
(Chicago, and Carl James of Mandel Bros., Chicago. First column, 
top to bottom — Barthelmess of Kauthof, Germany; Schlipphake, 
display director of Kauthot; George Silvestri of Silvestri Art Mfg. 
Co., Chicago, and Mueller of Kaufhof, Germany; Joe Donato, Miss 
Dorothy Tichy, Ted Somerville, Byron L. Schaffer, James Milton, 
Jim Reynolds, Pete Gagnon and Bill Nelson of Reynolds Printasign 
Co., Pacoima, Calif.; C. G. Woelky ot Bulkley Dunton & Co. Inc., 
Corry, Pa., and J. J. McDermott of McDermott Display Co., Calgary; 
Miss Jean Ballin of Jean Ballin Designs, Greenwich, Conn., and 
Joseph Pouse ot Saks Fifth Avenue, Springfield, N. J.; Phil Weinberg 
of Thall Plastics & Metals, Inc., New York; John Kerr and Lorne 
W. Casey of Simpson's, Toronto; Otello Palidora of Petri Stores Inc., 
Upper Darby, Pa., and Irwin S. Rhodes ot Madisonia Manikins Inc., 
New York. Outside column, top to bottom — Miss Veda Humphrey 
of American Fixture, Inc., St. Louis, and Escher Bettis of Stewart 
Dry Goods, Louisville; Warren Kinggard of Richards, Miami; W. L. 
Stensgaard and Miss Florence Trenk ot W. L. Stensgaard & Asso- 
ciates Inc., Chicago, and Wilmer Weiss of Kern’s, Detroit: Norman 
Newhoff of Sidney Newhoff Associates, Inc., Los Angeles; Herbert 
Kuehn of Sam Shainberg Dry Goods Co., Memphis, and John L 
Malone of Hirsch’s, Atlanta; John Ryan, Miss Elaine Yostes, Robert 
Hays and Charles Merrill of Kann’s, Washington, and Jerome Ham- 
berger of David Hamberger Inc., New York: Stewart Kitner and 
Talbert Eppler of Fowler, Dick & Walker, Wilkes-Barre, Pa.: Mr. 


and Mrs. David Hamberger, William Brenner, C. Colson of Epstein 







Dept. Store, Baltimore, and Sam Richman of David Hamberger Inc. 
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Manhattan Displays Proclaim Summer 


By CLARA BALDWIN 


EW YORK’S vacation and summertime 

pleasures begin with Manhattan window 

displays. Variety is there — fun, fancy, 
romance, or what-have-you — Manhattan’s dis- 
play directors have set a wonderful stage for 
it all. 

“All the chicks are wearing Oppenheim 
Collins’ dresses at chicken feed prices” was 
lettered in orange on the copy card for a 
window at Oppenheim Collins, where Edward 
Cranston is the director of display. The word 
“dresses” was in orange plaid letters. 

The display was fun, and clever. Corn was 
scattered over a white floor. The wall was 
blue, lighted with blue from behind a green 
baseboard. Chicken wire was stretched be- 
tween yellow framing to suggest a chicken 
yard. Fanciful chickens, covered with print 
fabrics to match that of the worn 
by the mannequins, were arranged in charac- 
teristic poses in the coop. Two mannequins 
were seated in the pen with the chickens. 


dresses 


Three others were posed standing, one of 
these also inside the wire enclosure. All three 
of the standing mannequins had their skirts 
draped as though being blown by a stiff breeze. 
Left to right, the mannequins wore first, an 
orange on yellow print dress, white shoes, a 
natural straw bag, and orange and yellow 
bracelets. The second standing mannequin 
had a print of yellow roses and green leaves 
on a white background, white shoes, white 
gloves, and white jewelry. The third had a 
dress with yellow and green print on white, a 
green sash, white sandals, white gloves, white 
earrings, and a yellow band on her hair. 


left, by Edward Branston, 
Oppenheim Collins . . . Upper right, by Henry 
Callahan, Saks-Fifth Avenue . . . Lower left, by 
Paul Vogler, Lord & Taylor . . . (All photo- 
Roehl Studio, 


—At the upper 


graphs by courtesy of Virginic 
New York City)— 


The first seated figure, to the left, wore a 
solid yellow dress, white shoes, and white 
jewelry. A dark beige basket bag with yellow 
roses atop it was set on the floor beside her. 
The final mannequin wore a yellow and white 
check dress with a white border and daisy trim. 
Her shoes were white. She had slipped out 
of them and one lay on the floor beside her. 
She held the other one in her hand. There 
was a white bow in her hair and she wore 
white jewelry. A basket of corn was in her 
lap, and one chicken of a matching yellow and 
white check was very interested in the grain. 


Speaking of fun—and of fancy — Gene 
Moore achieved another of his conversation- 
piece series of settings for Tiffany, where 
he directs display. Props for these were mod- 
ern wrought metal sculpture pieces by Judith 
Brown. The floors and walls of the five 
windows were covered with off-white felt, 
a perfect foil for the clever, dark metal 
figures. In the window pictured the figures 
represented three women seated in wrought 
metal chairs with horse shoe shaped backs, 
all three leaning over a card table and each 
one wearing a huge ring —the only merchan- 
dise shown in the display. 

In a second window, two metal wire women 
were seated on a love seat or settee as though 
deep in conversation while on the window floor 
was a tea set. A third display had a family 
group — mama, papa, and their off-spring — 
standing posed for a photograph. Beside 
them, in the opposite half of the window area, 
was a grouping of silver picture frames. 

Paul Vogler, window display director for 
Lord & Taylor, turned to Europe for inspi- 
ration in a colorful series of settings recently. 
For the one pictured (third photograph) the 
copy read, “Why go abroad—the European 
Collections are here! From France and Italy 
— the freshest, most exciting new looks of the 
summer, imported for the Sports Floor.” <A 
tiny card pinned to the first read, “And that’s 
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not all— Italy has sent us a wonderful col- 
lection of shoes — sandals, straw pumps, et 
al.” 

For this gay setting, Mr. Vogler bedded half 
the floor with bright red sawdust, and back 
ot it the wall was covered in green burlap. The 
front part of the left half of the floor was 
covered with green sawdust, while a false wall 
behind it was covered by red burlap. Bead 
fringed portieres in black with gold and white 
hung over the opening back of the false 
wall, as well as across the whole right end 
of the window area. Behind the false wall the 
floor was strewn with pebbles in red and 
green. 

Six mannequins were posed in the setting. 
The first wore a red print skirt, a red belt, a 
green blouse, red sandals, a red hat with a 
green band, and gold bracelets. The second 
wore a rose and green print bathing suit and 
red sandals. She was drying her hair on a 
green bath towel. The third mannequin wore 
a white dress with green and red print, red 
shoes, ruby earrings, red and white beads, and 
held a basket of strawberries in her hands. 

The fourth had a quilted skirt with a black 
print forming a zigzag pattern with plain red, 
a green blouse, red shoes, and multi-strands 
of red and green beads. The fifth had a print 
dress with red and green on grey, green shoes, 
gold earrings, red and gold bracelets, and held 
a red cigarette case. The sixth figure wore 
blue, red, and green plaid, green shoes, and 
a gold, amber, and green necklace. 

A large copy sign on the right frame of 
the window read, “Now you see what an 
individualist can do—if you don’t set your 
table with Ernestine’s eye-catching hand-made 
Italian pottery, you’re missing all the fun! It’s 
in the Gift Shop, ninth floor.” <A tiny card 
pinned below this read, “You must meet 
Ernestine, she'll be in the Gift Shop, ninth 
floor, on Monday, from one to five.” 

Along the right end of the window ledge 
were three place settings on white straw mats, 
with brown napkins, silver, and hand-made 
pottery dishes that had large fruit designs in 
brown, yellow, and orange tones. <A _ boat- 
shaped bowl stood beyond the place settings, 
on white straw mats, with brown napkins, 
silver, and hand-made pottery dishes that had 
large fruit designs in brown, yellow, and or- 
ange tones. A boat-shaped bowl stood beyond 
the place settings, and a large plate was 
propped against the window frame below the 
copy cards. 

A large “F” for either fun or fireworks 
centered the window area in an unusual set 
at B. Altman. The display director, Louis 
Villela, used a white structure with decor 
that was partly in montage, partly in natural- 
istic sketches, and completed with real, red 
ball fringe on orangish curtain scallops at 
the top. Oversized pink clovers climbed 
against the base of the structure, and huge 
bees were on the clover, as well as on the rake 
that formed the cross-piece to the “F.” The 
rake was painted orange, red, and yellow. 

The window floor was strewn in white sand, 


[Please turn to page 56] 


—At upper right, by John Foley, Macey's.. . 
Center, by Joe Miller, Milgrim's . . . Lower 
right, by Luke Maletich, Gimbels— 
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By ROBERT M. HEILBRON 


At this time of year we are deep in our 
autumn windows. This month gives us our 
last chance to push fall merchandise before 
moving on into the holiday season. I feel 
we should inject some winter into our 
displays, as well as projecting the latest 
fall fashions. 


The men’s window can tell either a topcoat 
or overcoat story. The plaid or any other 
pattern you want can be done with colored 
string on the background. A label made by 
your sign writer can promote your store or 
any special brand you carry. A nice touch 

. . the tops of the hat boxes done in con- 
trasting colors to the hats. 


Naturally a fall millinery window is a 
must, and the one suggested here should be 
a facsimile of your own millinery depart- 
ment. Bamboo hat stands are effective 
props; however, any type of stand that will 
give you various heights will do. 
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FUR TRIMMED 
_ COSTUME 





This high fashion window is to promote 
the important look for fall. The cast shadows 
should be cut out of some material rather 
than board or painted on the background. 
Scrim sprayed black or even a dark gray 
and cut very freely would do the trick. 
Your sign across the front is done in a 
smart voguish script. 
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The winter bride should not be overlooked. 
Bridal wear is a year-round business and 
should be promoted as such. A black back- 
ground sets off white scrim. The scrim 
should be directly on the window glass, with 
silver or white snowflakes scattered on it. 


Here we are rushing the seasons, but the 
party season it is. Rather than waiting for 
New Year’s Eve to show formal wear, it is 
a good idea to show in the late fall what 
your store carries in this line. The sym- 
bolic top hat, white tie and tails can be cut 
out of wallboard and mounted on the back- 
ground. Painted over-size confetti on the 
background adds to the festive feeling. 
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Fine Woods, 
Make Warm 


By CLAIRE BROWN 


May Company store in suburban 
Los Angeles utilizes distinctive 


decor to accomplish its drama- 


tically handsome approach to 


modern merchandising. 


INE woods — such as black bean, cher- 

ry, wormy chestnut — and Shoj: silk in 

subtle shades of ice blue, plum, etc., 
make a sumptuous display setting of the 
interior of the new May Company store in 
the Eastland Suburban Shopping Center lo- 
cated at West Covina in the San Gabriel 
valley, Los Angeles. 

The exterior of the building, too, is dra- 
matically designed, with its structure of 
gold raised bricks broken by white concrete 
panels. Chaix & Johnson were the archi- 
tects for the building, which has three sell- 
ing floors and a basement, with the lower 
level basement designed by the Interior 
Division of Albert C. Martin & Associates. 
The basement area houses toys, infants’ 
wear, boys’ and girls’ clothing and accesso- 
ries, sporting goods, a photograph depart- 
ment, tea rom, and an employee cafeteria, 
as well as a lecture and demonstration room. 
This lower level contains 100,367 square feet, 
of which 35,775 square feet is sales area, 
5,082 square feet is occupied by the restau- 
rant, and 2,398 square feet by the kitchen. 

First and second floors are complete ap- 
parel stores, while the third floor is a com- 
plete home furnishings store. 

Typical of the use of fine woods and 
silk is the decor in the women’s shoe section 
on the street floor, where Shoji silk is used 
on the wall panels with a trim of cherry 
wood. The department columns are paneled 
one face with a mirror, the other with Shoji 
silk. The identification sign is a wormy 
chestnut panel with blue and white letters 
fastened on the face of a dropped ceiling 
at the entrance to the department. The 
lowered ceiling has a pattern of rectangular 
light fixtures, alternating with small round 
spots. Shoes are displayed in self-lighted 
shadow-boxes which are recessed into the 
silk-covered walls, as well as on glass- 
topped display tables set through the selling 
area. 

Much of the main floor is covered by 
terrazzo flooring in alternate beige and char- 
coal stripes, creating a feeling of modernity. 
All the columns are two-tone, and the dark 
paneling ot black bean and cherry woods 
add a subtle elegance to the whole floor. 
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Subtle Silks 


Interiors 


Black bean wood is used with natural hide 
inserts as paneling for the columns in the 
men’s clothing department, also located on 
the street floor. Matching bean wood is 
used for the paneling on the brass-trimmed 
floor fixtures. The shop is identified by a 
sign of floating, charcoal-gray letters ar- 
ranged in front of a motif of Gay 90s figures 
in blue. A low-legged display platform is 
located in front of a wide, wooden panel 
at the entrance to the shop and is used as 
a focal point for a mannequin wearing a 
featured costume. Other displays are ar- 
ranged on top of the floor racks, as well as 
on a table in the center of the shop. 

The columns in the men’s shoe department 
also are faced with black bean wood, while 
the chairs are done in a similar finish with 
natural hide upholstery and brass trim. A 
low fixture of wood trimmed in _ brass 
serves the double function of being a dis- 
player as well as a dividier between the shoe 
department and the adjoining aisle. The 
department sign is similar to that for the 
women’s shoe section — created of blue and 
white letters on a wormy chestnut panel. 
Both departments are carpeted in biege. 

The second floor is designed as a series 
of individual and exquisitely elegant shops, 
each set off with distinctive decor and with 
separating carpeting in a color to match its 
walls and furnishings. In the fur salon, for 
example, ice-blue silk fabric covers the walls 
between wormy chestnut panels, and the 
floor is carpeted in matching ice-blue. A 
small round platform carpeted in the blue 
stands inside the entrance under a large and 
graceful chandelier. The mannequin posed 
on the platform is reflected in a large mir- 
ror at the back of the shop, making a double 
display effect, showing both the front and 
back of the costume at the same time. Out- 
side the shop another mannequin is posed 
against a large chestnut panel. 

Another handsome shop — this for muil- 
linery — has a mural of Roman ruins hand- 
sketched in black on mauve pink silk cover- 
ing a curving wall. Mirrors for the depart- 
ment are trimmed with gold and the counters 
have white laminated tops. 

A harlequin design in plum, charcoal, and 
white covers one wall in the corset depart- 
ment while the other wall areas are cov- 
ered with plum color Shoji silk. Fixtures 
are of hand-rubbed teak with white enamel 
trim and white tops. Displays on the free- 
standing shelves along the harlequin pat- 
terned panel are illuminated by inset spot- 
lights. Featured garments are shown in re- 
cessed display areas and on top of counters 
and backcases. 

In the intimate apparel shop, which is 
pictured, white open metal screening is used 
atop the ledges. The counters are of con- 
trasting teak-wood veneer and the floor 
cases have white enameled edgings. Ample 
glass areas in the counter cases permit a 


[Please turn to page 47] 
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—New officers of St. Louis Display Guild 
are pictured here. Left to right, they 
are: Harry Guest of Union Electric Com- 
pany, president; Lynn Hickman of Wal- 
ter E. Zemitzsch Displays, Inc., vice-presi- 
dent; Veda Humphrey of American Fix- 
ture, Inc., reelected recording secretary, 
and Carl Baum of Clayton Display Co.., 
reelected treasurer— 


—Russell Shaw, displayman for Dickson 
& Ives, Inc., Orlando, Fla., says his wife 
took this photo of him displaying a few 
of the ‘fish | really caught’ at Harbor 
Inlet, near Daytona Beach, Fia., where 
they were vacationing recently— 





—Thelma Malloy, who retired recently Photographs for this page are always 
from Neiman-Marcus Co., Dallas, Texas, 
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—Mr. and Mrs. Arnold J. Abrams of 

Wilmette, Ill., pose in front of a giant 

Buddha at Kamakura, one of the scenic 

spots of Japan, during a scenic tour 

of the country recently. He is now re- 

tired, after a long career in the display 
industry— 


—Shown here with some of the tools they 
use in preparing displays for Remington 
Rand Electric Shavers at Bridgeport, 
Conn., are: Arthur Burke, display di- 
rector, center; flanked on the left by 
George Malamotis, an assistant, and on 
the right, Donald Gault, another as- 
sistant— 





and sell more merchandise in less space with — 


YLZUCLIPS 


THE FINEST PERF. PANEL CLIPS ON THE MARKET 


Promote self-selection, create attractive selling 
displays this easy new way. Vizuclips fit practi- 
cally all perforated panels on the market today 

. they’re easy to install (no special tools needed) 
and easy to use... just place and trim. Vizuclips 
offer you an economical way to utilize your pres- 


ent selling area to a much greater advantage. 


VIZUCLIPS are made to last and they never chew or 
cut your perf. panels... the round formed stress points 


of the hooks give added strength and ease of insertion. 
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WALL SECTIONS wee OCisSPCNC ISLAND DISPLAYS 


Iilustration above shows our VMU203-4 VIZ-U-BILT island 
WINDOW and merchandiser complete with perforated board panels and 
FEATURE mas L/ | attachments. Displays a tremendous assortment of merchan- 
DISPLAYS NE = | all dise in only 36” x 60" of floor space. Write for information. 


gn coupon for new VIZUCLIP catalog 








L. A. DARLING CO., 308 Matteson St., Bronson, Mich. 
Please rush new VIZ-U-BILT Catalog No. 390 
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NEW YORK CHICAGO LOS ANGELES 
MAIN OFFICE 47 W. 34th St. 222 W. Adams St. 1828 S. Flower St. 
BRONSON, MICHIGAN Cameron-Mcindoo, Ltd., 91 Scarsdale Rd., Don Mills, Ontario 
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NEWSGRAM 


By GABRIEL VALENTI, Managing Director 
INDUSTRIES 


NATIONAL ASSOCIATION OF DISPLAY 








“A Good Show” — What makes a Market 
Week a success and a good show? A num- 
ber of ingredients should be present. Needed 
are a good volume of buying, a good buyer 
turnout, a high percentage of exhibitors and 
the greatest possible cross section of prod- 
ucts that the industry can offer. On every 
count listed, this Jume Market Week was 
the most successful of them all for the 
National Association of Display Industries. 

Let’s look at each factor. Buying, accord- 
ing to some exhibitors, was the heaviest in 
recent years for a Market Week event. Look- 
ing at it from another angle, no exhibitor 
said that business was bad. The general 
consensus ranged from business is “terrific” 
down to “our volume is just fair, but we are 
glad we exhibited.” New members were 
pleasantly surprised at the reception gained 
by their lines and commented that sales 
were better than expected. Some exhibitors 
telt that follow-ups on leads turned up at the 
show would bring sizeable sales later and 
that exhibiting during Market Week was a 
key approach in their product merchandising. 

On the second count, number of regis- 
trants, this show surpassed previous at- 
tendance figures for Jume Market Weeks. 
A final tabulation showed a figure of close 
to 4,500 people attending the show. 

An analysis of the daily registration 
cards indicates that stores and manufac- 
turers, large, medium and small, from every 
corner of the country came to Eighth avenue 
to see the display industry's leading crea- 
tions and productions for Fall and Christmas 
promotions. Also worth noting was the fact 
that more top management personnel at- 
tended this Market Week along with mem- 
bers of their display departments. Dual at- 
tendance of this type is evidence of a keen 
interest and recognition in the display di- 
rectors work and function in store merchan- 
dising. 

Merchandising-minded AAAA corpora- 
tions also appeared on the registration lists. 
Appliance manufacturers, textile companies, 
leading trade and consumer magazines, dis- 
tillers, houseware firms and name adver- 
tising agencies sent sales promotion per- 
sonnel to the show to assay mass production 
applications for display industry items. This 
was a result of our program to broaden 
our attendance base to attract point-of-pur- 
chase buyers. 

For the third factor, we can cite statistics. 
One hundrew twenty exhibitors took spaces 
tor this show. This set a new mark. One 
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hundred sixty exhibit rooms were used at 
the Trade Show building plus the spacious 
second floor for the high ceiling, expansive 
displays. Across Eighth avenue, 11 exhibi- 
tors with huge display items, also requiring 
tall ceilings, showed their wares. And, as it 
turned out, the fact that we exhibited at 
two show sites proved no handicap. It was 
just a short walk from one showplace to 
the other and, to make it perfect, even the 
weather was ideally cool for late June. 
The result: exhibtors at the New Yorker 
felt that they were getting a heavy share 
of registrant traffic from the New York 
Trade Show building. Then, on the other 
hand, many registered at the New Yorker 
NADI desk and started their show tour 
from that point followed by the wind-up at 
the Trade Show building. 

For point four, a quote from Lester Gaba’s 
reguiar Tuesday column on display in 
Women’s Wear Daily buttons up the com- 
mentary on Market Week — “I'd recommend 
that the State Department organize an “Air- 
lift NADI” and fly the entire five floors of 
last week’s National Display Industries 
Christmas Market Week over to the Ameri- 
can pavilion (Brussels Fair) and exhibit it 
intact as an example of United States dis- 
play. The Christmas Market Week this 
year was a preview of wonderland and just 
a hint of what's cooking for Christmas next 
winter.” Anytime the State Department 
wants to work out the “fly ‘em over” de- 
tails, we will be most pleased to negotiate. 
We will have available the greate assort- 
ment of unique, spectacular, elegant and 
eye-catching displays ever seen under one 
root. 

To cap all the ingredients just touched 
upon, there is one more element in any good 
show that stands out. A Market Week pro- 
vides the time and place for get-togethers, 
for good fellowship, for renewing old ac- 
quaintances, for blending business’ with 
pleasure. A Market Week lifts the buyer- 
seller relationship to a higher plane. This 
Market Week, both during and after show 
hours, hummed with friendly chatter and 
conviviality in every corner. 

It was a “good show” and the industry 
is due for another good season. On this basis 
Market Weeks for December at the New 
York Trade Show building and for next 
June at the Conrad Hilton in Chicago will 
have all time high marks to match estab- 
lished this past June when business and 
pleasure reached a happy blend. 


Elections: Pre-Market Week events con- 
sisted of meetings on two nights preceding 
the Sunday show opening. The following 
were elected as directors for one year 
terms: R. J. Adler, Alvin Mendle, C. G. 
Woelky, S. Freund, Thomas Hughes, Earl 
Gasthoff, Gordon Keith, Irwin Rhodes, Fred 
Reynolds and Nate Silverblatt. From the 
director group, the following were elected 
as new officers. Earl Gasthoff of E. W. 
Gasthoff Co., Danville, [ll., president; R. J. 
Adler of Adler Jones Co., vice-president; I. 
A. Rhodes of Madisonia Manikins, Inc., 
secretary, and Edgar Moser of Allied Dis- 
play Materials, Inc., treasurer. Earl Gast- 
hoff will be serving his third term as NADI 
president. Dick Adler moved up from the 
treasurer spot. Irwin Rhodes was re-elected 
to the secretary's post. Edgar Moser was 
for many years one of our most active 
members and directors. 

By-Laws — The NADI had been operating 
under the original set of by-laws for the 
past 15 years but because of changed condi- 
tions and growth as an association the need 
for a revised set of rules arose. For the 
past six months, a six man committee con- 
sisting of Messrs. Silvestri, Freund, Rhodes, 
F. Reynolds, Dick Adler and Nate Silver- 
blatt labored to draft both a constitution 
and new by-laws in time for the June mem- 
bership meeting — the result was acceptance 
of the proposed draft by a majority of the 
membership. 

Some of the highlights of the revised by- 
laws are: 

1. Extension of eligibility for membership 
to persons throughout the North American 
Continent, which would include Canada, 
Mexico, the West Indies and Central 
America. Before only United States firms 
were eligible. Applications are welcome. 

2. The initiation fee for new members is 
raised from $100 to $150. Annual dues 
remain the same at $250 per year. 


3. June Market Weeks will alternate be- 
tween New York and Chicago. 


4. The number of drectors and officers 
was changed from 14 to 15 with all terms 
to be for one year for new directors and 
officers. The office of second vice-president 
was dropped. 

5. All members have full voting privileges. 
Previously active members voted and asso- 
ciate members did not. 


6. A Market Week committee of five mem- 
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bers was provided for to assist the president (ee retreat e noc cn cercnnsoncaranpensernssesesenerewseosassesnenenneeon ass aetna 
and managing director in running Market , a 
Weeks. 

Nassau Trip Winner: The drawing took 
place following the symposium. Miss Alice 
McGraw, due to be cover girl for the 
August issue of Mademoiselle, drew the 
winning registration card. Mr. Julius Gralla 
of Harvey’s in Brooklyn was the lucky 
registrant. Mr. Gralla owns a shoe store 
on Eastern Parkway and was persuaded to 
come to see the NADI show by his dis- 
playman. Soon the Grallas will be cruising The Bliss SEELINGRILL revolutionizes all con- 
down the Atlantic very soon on the S. S. cepts of window trimming. It has been de- 
Nassau and then they will be enjoying the signed to give maximum use of horizontal 


comforts and cuisine of the famous Emerald space without cluttering the floor. 
Beach in the Bahamas for one week. 
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Also given as prizes at the symposium 
were five Emerson transistor portable radios. 
Winners were Miss Mildred Fetzer of Stew- 
art Dry Goods, Louisville, Ky.; H. Oehler 
of Wieboldt’s, Chicago: Adrian Delsman of 
Famous Barr, St. Louis; Mrs. Pentes of 
Commercial Art Shop, Charlotte, N. C., and 
Tony Vartunos of Madigan’s, Chicago. 
Fourteen more radios were presented to 
holders of lucky keys, which turned out to 
be a popular pastime for show visitors. In 
fact, several people asked about the chest 
and key supply source. A letter to the 
Independent Lock Company of Fitchburg, 
Mass., will bring full information about 
“Lucky Key” promotions. 


Symposium: It was a success from an in- 
dustry standpoint although the attendance 
could have been greater. Whenever you 
can get talent such as the editors of Charm, 
Mademoiselle and Living for Young Home- 
makers — plus Joe Mack, a veteran in 
display and sales promotion, and Joe Lieb- 
man, vice-president of Bamberger’s, to sing 
the praises of display as a merchandising 
force and to present new points of view re- 
garding display applications and potentials, 
the program is a big success. Such a pro- 
gram also makes a tremendous contribu- 
tion to our progress as an industry and to 
your future as a displayman or supplier. The Bliss STO-WAY Grill has been de- 
Spokesmen for the industry are needed. signed to give maximum variety and 


More publicists are wanted to tell what dis- speed of trimming in the minimum space. 
play is doing whether it be on the plattorm 


or via the written word. A Market Week 
Symposium provided an excellent vehicle 
for our industry to tell its story — and we 
should support them. 








Necrology: The saddest note of the past 
Market Week was the sudden death of 
Reis Kash. As one of our leading “articu- 
lates’.hoth on the platform and through the 
trade press his passing is a great loss to all 
in the display field. Reis would have been | Practically every branch store built within the last five 
present at this Market Week too, as he had | years has been equipped with the Bliss SEELINGRILL. 
in the past, but illness kept him home. De- 
spite this, he had planned to fly to New 
York City during the Tuesday of Market 
Week to see the exhibits and attend the 
symposium. He died the night before. As 
a newcomer, I did not know Reis as well as 
some in the trade whose acquaintanceship 
with him stretched back over 2) years. But 
in the short time I knew him he became one 
of my favorites. Always available to help 
the association and the industry, his guid- 
ance and ideas were generously given and 
gratefully accepted. His assistance and 
contribution to our industry will not be soon 
forgotten. 








Please write for complete information. 


BLISS DISPLAY CORPORATION 


37-21 32nd STREET e LONG ISLAND CITY It, NEW YORK 
EXeter 2-3890 
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Papier-Mache’ Guide 
Published At New York 


Lillian Johnson, former teacher of sculpture 


at the Newark School of Fine and Industrial | 
Art, has written a_ well-illustrated text for | 
those interested in a basic guide to papter- 


mache. 


Included in the contents of “Papier-Mache” 


is a brief chapter on use of papier-maché | 
in window displays and several suggestions for | 
It is simply written and | 
appears in large type with ample step-by-step | 


holiday decorations. 


diagrams to insure success on the first attempt. | 
[f you are already well-versed in this medium, | 


the book will be a little elementary. 


It sells for $3.95 and is published by David | 
McKay Company, Inc., 55 Fifth avenue, New | 


7 rk 3. 


Korn And Buffalo Jewelry Case 
Consolidate 

Bufkor, Inc., is the name of a new corpora- 
tion formed by the consolidation of William 
Korn & Co. and the Buffalo Jewelry Case Co. 
Among its other products this company will 
specialize in a complete line of jewelry display 


units, which the Korn company had specialized | 
in. The address will be 588 Monroe street, | 


Buftalo 11, N. Y. 
Store Fixture Firm 
Forms New Corporation 

Bulman Corporation, Grand Rapids, Mich., 
has formed Bulman Corporation of California 
to expand its store fixture service into the 
far west. Heading the new corporation is 


Leonard St. John. who will retain his ofhce | 


as vice-president for marketing and sales of | 


the parent company. 


Non-Inflammable Adhesive 
Developed 


A non-inflammable plastic adhesive, called | 
Vinylstic, has been developed by Adhesive | 


Products Corp., 1660 Boone avenue, New York 
City 60. This makes possible for the first time 


the use of a water base adhesive for bonding | 
vinyl plastic to wood, metal, plaster, concrete, | 
paper, cork and other surfaces. It should | 


have many applications in the display field 
Stromberg Greets Friends 
At Market Week 


David Stromberg, now retired and former | 
manager of Mutual Display Manufacturing | 
Co., Cleveland, was a visitor at NADI Market | 
Week, where he greeted his many friends in 
the display business. 


Goldsmith Tours Europe 
On Earned Vacation 


Sam Goldsmith, partner of Goldsmith & | 
Sons, New York mannequin and fixture com- | 
pany, is back from an extensive European tour. | 
He visited most of the capitals abroad and was | 


a keen observer of display practices there. 


Crabb Passes Away iv 
Suddenly 


Irving Crabb, for many years display man- | 
aver for the Fair Store, Toledo, Ohio, died | 
suddenly on June 12. He retired when this | 
store discontinued business several years ago | 


and is survived by his wife. 
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Your New York 


Allied Display Materials, Inc. 
241 W. 23d St. OR 5-6350 
NOVELTIES, ARTIFICIAL FLOWERS & 


DISPLAY MATERIALS 
For Windows and Interior Store Display 





American Fashion Museum 
16 West 77th Street TR 3-9103 
CHARLES LEDERMAN, HISTORIAN 
Can furnish, on rental basis, authentic period outfits to 
highlight your anniversary, special events, spring or fall! 


promotion. Ask for information. Recommended by 
N. R&R. DO. G. A. 





Arts & Flowers Displays, Inc. 
43 West 5éth St. Cl 7-7610-11-12 


Monufacturers and Importers 


REED, NOVELTIES and FOLIAGE 


Austen Display, Inc. 
133 West 19th St. WA 4-626! 


Manufacturers of Display Novelties 
In Paper, Wood and Materials— 
Imports from all over the world 








Bliss Display Corp. 
37-21 32nd St., Long Island City | EX 2-3890 


DISPLAY PROMOTIONS 


Display Settings, Novelties, Animated Displays 





Bonafide Display & Decorative Co. 
61 West 37th St. WI 7-7965 
ARTIFICIAL FLOWERS 
DISPLAY DECORATIONS 


Display Settings, Novelties, Folioge 








The L. J. Charrot Co., Inc. 


36 West 37th St. WI 7-1687 
ARTIFICIAL FLOWERS 


Display Units, Novelties and Decorations 





Colonial Decorative Display Co., Inc. 
122 West 26th St. Al 5-9620 


ARTIFICIAL FLOWERS 


Decorative Display Units, Novelties and Decorations 





Decorative Creation & 
Art Flower Co., Inc. 

13 West 27th St. MU 6-1798 
ARTIFICIAL FLOWERS, DISPLAY 
DECORATIONS 
Imported Novelties, Settings 





Decorative Plant Corp. 
136 West 24th St. WA 4-4405 


ARTIFICIAL FLOWERS 
Display Settings, Novelties, Units 

















Victor Haida Displays, Inc. 
149 West 24th St. CH 3-3540 
DESIGNERS & MANUFACTURERS 
OF CREATIVE DISPLAYS 


Largest Showroom in the Country 





David Hamberger, Inc. 
136 West 31st St. PE 6-0464 
MANUFACTURERS OF DISPLAYS 


Artificial Flowers, Functional Units, 
Backgrounds, Novelties 





The Imitation Food Display Co. 
107 Lawrence St., Brogélyn }. ey, TR 5-1268 


FOODS FOR PERMANENT DISPLAYS 


Attractive and eflective, they look good 
enough to eat. 


BUYING GUIDE 


Kenbury Glass Works 
132 West 14th St. Tel.: WA 4-3186-7 
Christmas Balls, all colors and finishes made 


to order. Finials, Glass and Plastic Prisms, 
Apothecary and Lab. Glassware, Wire Goods. 





A. Lutz 
3 West |8th St. CH 2-6264 


REED AND RATTAN DISPLAYS 


Display Units, Frames, Screens, Novelties, Fixtures 





Maharam Fabric Corp. 
130 West 46th St. JU 2-3500 
DISPLAY FABRICS & ACCESSORIES 


Chicago 115 S. Wabash 
Los Angeles 1113 S. Los Angeles 





Metropolitan Mechanical Display Co. 


We Buy, Exchange, Rent or Sell New and 
Used Mechanical Displays & Mannequins. 


MECHANICAL BOOKS 
50 West 22nd St. OR 5-1280 





Mileo Mannequins 
7 West 36th St. 
MANUFACTURERS 
of Misses, Juniors, Pre-teens and Children's 
quality and style-right mannequins. 
Miya Company, inc. 
39 East 28th Street MU 5-351) 
Manufacturers and Importers of 
Shoji Screens — Oriental Goods 
Artificial Flowers — Bambooware 
Bird Cages, Lanterns, Parasols & Novelties 


RIP Studio, Inc. 
15 East 22nd St. GR 7-3650 
CREATORS AND BUILDERS OF 
OUTSTANDING DISPLAYS 


Functional and Decorative in All Media 


WI 7-7618 











Louis Schneider Corp. 
& East Second St. OR 4-3723 


ARTIFICIAL FLOWERS & FOLIAGES 


Display Decorations and Novelties 





Nat Siegel, Inc. 
39 West 37th St. WI 7-8485 
MANNEQUINS AND DISPLAY 
EQUIPMENT 


Distinctive Display Fixtures and Novelties 





Stroblite Company 
75 West 45th St. Cl. 5-7911 
GLOWING FLUORESCENT COLORS 
BLACKLIGHT LAMPS 


For Spectacular Displays, Decorations, Etc. 








D. G. Williams, Inc. 
498 Seventh Ave. LA 4-4069 


MANNEQUINS & DISPLAY FIXTURES 
Display Novelties and Equipment 





SAVE TIME — 


DO YOUR DISPLAY BUYING 


IN NEW YORK CITY 


It’s Always MARKET WEEK in New York 








INDIVIDUALITY IN DESIGN 


TO PUT 


DRAMA 


INTO YOUR 


FALL AND 
WINTER 


DISPLAYS fiji. 
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; There is that 


PS | "something when 


incorporated in the 
SVR a displays and interiors of 

; oe Sy SA A aeee 

) to salle y a en SS ee 


America's progressive stores 






that gives them a person- 
ality which invites the passerby and 

incites him into a receptive mood for 

the merchandise on display. It is 

that "something" that comes from the 
selective use of well-designed decorative 
units to dramatize both the store and its 
merchandise. ...and in New York, the 
display center of the world, one will find the 
foremost display originators and designers 
who can do wonders for your own store. 
Consult them for your fall and winter displays. 


ITS ALWAYS MARKET WEEK IN NEW YORK 








Chicago Windows Tempt Tourists 


RACTICALLY 


that had any 


all Chicago display win- 
theme at all were 
either travel or the beach. 
With miles of excellent beaches and some of 
the best swimming to be found anywhere, 


: 
_ . 
COWS 


devoted to 


Chicago display directors used the full power 
their 
new audience 
tourists 
summer to see the 


store s outing 
for their 


come to 


ot display to sell own 
had a 


many 


needs. They 


in the who 


ucazO every many 


attractions—not the least of them the displays. 

Dick Munto, 
Carson, Pirie, Scott and Company, took to 
the outdoors for nearly all of his summer dis- 


window display manager at 


plays. One surf-cast series displaying play 
clothes and bathing suits used sand and grass 
floors. Fiberboard cutouts aranged 
montage on the rear wall set the scene. Each 
montage had a sun cutout representing the 
Grouped around the sun 
picnicking, boating, swimming 
sports cutouts symbolizing more specific 
A sign in each win- 
was decorated with more cutouts of the 


into a 


outdoors in general. 
were 


and 


fishing, 


aspects of outdoor fun. 


rat \ 


By RICHARD DAY 


“Have Vacation — Will Travel” 
typical of Chicagoland displays 
emphasizing sportswear fashion 


for outdoor summer relaxation. 


outdoors. The window pictured had a twelve- 
inch starfish and sea shells furthering its 
hsh-and-sea montage. Coordinated sportswear 
for the entire family was featured. 

Carson’s placed its annual Riverview Amuse- 
ment Park display (not illustrated) into six 
of its main State Street windows. This year 
the animated scale models were augmented 
by mannequins. For example, the parachute 
ride was placed at the right of the window 
to make room for a chair hanging from the 
ceiling at the left. Ropes that held the red 
chair were broken by two huge fiberboard 
springs. A mannequin dressed in red was 
seated in the chair as if taking a parachute 


cutout on the wall 
furthered the parachute theme. 

The most popular 
the one model of the famous 
“Bobs” roller coaster. The crowd watching 
it would thrill at every turn of the miniature 
Cars. 


jump. A _ large rear 


Riverview window was 
containing a 


train came to a 
halt and a second train started up the incline, 
a new group of watchers would replace the 


Then, as the first 


first group as it moved on to another window. 
Other windows featured merry-go-rounds and 
ferris The models for this soft-sell 
series were borrowed. 

Joe Kries, display director of Saks Fifth 
Avenue, pictured the romantic atmosphere of 
a summer evening with antebellum overtones. 
Two carved, white-painted columns supported 
a white-painted beam. With the black and 


wheels. 


—Upper left, by Dick Minto, Carson, Pirie 
Scott & Company . . . Upper right and lower 
right, by Joe Kries, Saks Fifth Avenue .. . 
Lower left, by Jack Boghosse, Goldblatt's— 
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white tiled deck 
realistic porch. The effect was furthered by 
round-globed fixtures that cast soft circles 
of light on the scene. A large, white fan-back 
rattan chair stood on the porch. 


beneath, these formed a 


At the upper right of the window, Spanish 
moss was draped gracefully from a tree branch. 
Under the tree stood a mannequin in a wide- 
skirted formal dress of dark blue trimmed 
with light blue rosebuds. Another mannequin, 
on the porch, was dressed in a bouffant white 
organdy with lace She carried a 
white fox White roses were gathered 
in a basket on the chair. Kries emphasized 
colors with green and blue lights on the 
hanging moss and pink and blue lights on the 
gowns. 
out the 
Summer 


flowers. 
stole. 


Every detail of the window carried 
theme of its 


Nights for the 


placard, “Heavenly 
Debutante.” 
Another Saks display was set in front of a 
white The frame for the six-section 
screen was made of white-painted 1 by 2s. 
Each panel was divided midway up by an- 
other 1 by 2. In checkerboard fashion, al- 
ternate frames contained a plastic 
grillework with an interlacing cycle pattern 
Two mannequins 


screen. 


pressed 


dressed in French 
imports stood in front of the screen. Behind 
it was the black background that 1s rapidly 
becoming a standard Sak’s window treatment. 
The entire night 
the pink and which 
directed on it. 


costly 


screen came alive at with 


blue lighting Kries 

A seventh panel section stood separate at 
the left front of the display with accessories 
hanging from it. A_ sign “Imported 
Brilliance from France for Informal Evenings.” 


read, 


Ted Lees, director of display at suburban 
Gilmore's, used a seashore theme tocarry out 
his catchy series of windows, entitled, “Have 
Vacation Will Travel.” The window 
illustrated was one of a series of four. All 
were conceived with a black and white color 
scheme, unusual with a theme but 
effective. 


seashore 


Both color scheme and theme drew inspira- 
tion from a large plaque on the back wall. 
This had a black background and frame. An 
underwater scene was executed using natural 
materials such as coral, seaweed, 
starfish and several sea horses. 


shells, a 


Black-dyed 
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fish netting was draped gracefully from wall, 
to plaque, to floor. This provided a_ back- 
drop for a display of white luggage and black 
and white costume accessories. Directly in 
front of the display, a lobster trap was sus- 
pended from the ceiling. Lees 
of whimsy to the display by “catching” 
small swimming figures in the trap. 


added a note 


two 


Balancing this crisp composition, a manne- 
quin stood at the right of the window dressed 
in a crisp black and white check dress with 
matching accessories. The floor was covered 
with black paper and strewn with white sand 
and _ seashells. Two shells displayed huge 
artificial pearls the perfect “dream” find 
of a perfect vacation. 

Jack Boghosse, display director of Gold- 
blatt’s, created a series of State Street win- 
dows with a knitted and nautical theme. He 
illustrated the versatility of the new cotton 
knitwear by mannequin in a 
sport shorts outfit, another in a casual two- 


dressing one 





I iii a sa. F 


me. DEN 


piece and a third in a fashionable chemise 


A vacation theme suggested by the 
stylized ship's deck in the background. 
large funnels rose from a 
back The 


railing. 


was 
Two 


“bridge” against the 


wall. bridge was enclosed by a 


Accessories and additional separates 


were ranged on the steps of a ladder leading 


from the lower level to the deck. A set of 
matched luggage was both atmosphere and 
merchandise. In front of the window card 
was a small toy boat. The sign read, “On 
Deck! Our exciting collection of Smartes 
separates sea breezes fresh in color and 
line.” Each item was clearly price-marked 
with a small card. 
[Please turn to page 52] 


—Upper and lower right, by Miss Virginia 
Paxson, Marshall Field and Company . . . Lower 
left, by Ted Lees, Gilmore's . . . Lower center, 


by G. C. Bowen, Lytton's— 





Dot Williams’ New Show 


A Rare Fantasy ANNOUNCEMENT! 


With the rubbing of Aladdin's magic lamp, 
the new show of D. G. Williams, Inc., 498 
Seventh avenue, New York, was opened to the Everything 
display buyers of America. The magic carpet 
takes you from the smart show window to | in 
the inside and then down the enchanted stair- | 
way to the fascinating tableaux, entitled, “A | lighting... 
thousand and One Nights.” | 

“As usual, I'm one season ahead of the | from 
fashion,” says Dot. “This time our figures | 
have the grace of native Indian dancers, the | , d : : 
poise of the maidens from Bali, the glamour | esigning 
of the Geisha, and the downright practicality to 
of American world travelers.” In the cavern- 
ous showroom at the foot of the stairs, manne- | t l] t . 
quins range from provocative dancing girls of | insTaLLaIION 
Afghanistan to serenely beautiful angels. 

Mary Brosnan captures all the glamour of 





the East in her new beauties. They show the 
exotic clothes, the fabulous hairdos in the mode 
of 1960. Glittering gold and fery red and 
orange — colors from Siam and Ceylon 
create an ancient Eastern effect. The waist- 
line rises, more Japanese than Josephine, 1m- 
plying the mystery of the female. 

New is the first size six model. These Anne 
Fogarty figures, especially designed for her 
fabulous young misses line pose pertly, ele- 
gantly, before a large stained-glass rose win- 
dow. The kids, again a highlight of the show, 
cavort on their magic carpets through fleecy 
clouds wearing Oriental kidswear and tights. 

They are not only “cute” but versatile. LIGHTING SERVICES, INC. 

Had Marco Polo ridden Dot's 30-foot | 348 EAST 49th STREET 
Venetian gondola he would never have seen NEW YORK 17.N.Y. PL. 1-4329 
seven such luscious, young beauties as are re- 
vealed in Williams’ newest “Indestructi- 





belles.”” Heavily draped in medieval damasks 
and brocades, they epitomize the lure of the 
mysterious East. Two muscular gondoliers, 
very masculine in their red tights, pole this 
imperial barge. 

Another highlight is a covey of Dot’s Dura- 


belle angels hovering around a Madonna and | / hust§ / t 3 ‘ ‘4 ) 
Child SLACCC MII Y LAL 4 fey APU JeMily 


New Sun, Sea Decor 
At Southampton Saks | , ' _ in CORALIN - 4 NEW PLASTIC 

New decor by Henry F. Callahan, director eis! “Jj vf 
of display for Saks Fifth Avenue, creates a | ll ae a -reated By Lino Bosco and John Core 
background of sun and sea at all hours of the is _ ds : 
day, and makes shopping supremely easy at 
the Southampton store. 

On the facade of Williamsburg rosy brick 
broken by white columns, the windows are now 
larger, white inside and hacked by white sum- 
mery looking screens against which enticing . : 
seasonal things to buy will catch the eye. wii BE FIRST WITH THE NEWEST! 

The main floor here is a real seascape, 4 - 
with walls, ceiling screens, and velvet carpet - a a : WRITE DEPT. DW-7 
in the blue of the summer sea, while the white ’ 
columns bathe in the soft glow of brass car- PIONEER « ORIGINATOR + WORLD LEADER IN PLASTIC FLOWERS 
riage lamps. Upstairs, all is quiet charm, with 
the sales eee Necciiaabadl by gaslight fix- C O R H os M A R T F a O W E R & O M P A N Y 
tures, and lemon yellow or brown and white Se Pooper 1 ¢ eee oe ee i 


, r 
pa ; ; > 
¥ ‘ i t 


ticking in the upholstery of summery white 
bamboo furniture. 

Special thought has been taken for men | FLAS 
shoppers, who have a separate entrance from | HERS 
the street into their own downstairs depart- ® Since 1900 
ment. Here, the walls and columns are of sun- 
set orange, a beige carpet lies on waxed floors, Force Attention, Increase Advertising Value 
while light yellow covers the shelves and up- 
holsters the bamboo furniture. ELECTRIC COMPANY M 
Motorless 355 RIVER ROAD RIVER GROVE, ILL. Driven 
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Park Sign & Display 
In New Location 

Park Sign & Display Co., Baltimore, Md., 
has completed moving operations to its new 
location at 222 West Camden street. Samuel 
R. Finglass, owner, made the move gradually 
since last winter so as not to interrupt his 
service. 

The new location has four floors of produc- 
tion space and a full basement for storage, for 
a total of more than 8,500 square feet. Among 
the many features of this building is an 18 
foot ceiling on the top floor which enables the 
construction of oversized displays and signs. 

Added to the staff of the firm as production 
manager is E. William Powell, an artist and 
designer, who was formerly display department 
manager for the Cannon Shoe chain. 


Sylvania Has 
Reflector Booklet 

A booklet entitled “More Light Where You 
Need It With Reflector Lamps” describes the 
general, flood, spot, display and supplementary 
lighting applications of reflector lamps and 
provides a chart for determining the lamp size 
and type to meet individual footcandle re- 
quirements. The brochure also details the 
lower maintenance costs, savings on equip- 
ment and the greater illumination per unit of 
electricity offered by incandescent, fluorescent 
and mercury vapor reflector lamps. Ask by 
name from Sylvania Lighting Products, 60 
Boston street, Salem, Mass. 


“Easy-Pin" Forms 
Offer Advantages 


A new plastic foam blouse and sweater shell 





form that permits effortless pinning and which | 


is unbreakable and extremely lifelike, has been 
introduced by the Economy Cover Corp., 369 
DeKalb avenue, Brooklyn. The firm claims 
its advantages as follows: easy, quick pinning ; 
light weight, no paint to chip, unbreakable, 
washable and molded with full round shoulder. 


Nesbit Displays Have 
Color Picture Cards 

For the first time, Nesbit Industries, Inc., 
Chicago, has color picture cards on their stand- 
ard Motion Displays. These are available now 
for immediate free mailing to all inquiries on 
company letterhead. Also available is _ the 
firm’s 16 page catalogue of Christmas items. 


Christmas Catalogue 
Now Available 

Christmas Ideas for Shopping Centers, Sil- 
vestris newest catalogue, 1s now available to 
readers, who may secure their copy by writing 
to: S. F. Kamin, c/o Silvestri Art Mfg. Co.., 
1147 West Ohio street, Chicago 22. 


McCutcheon’'s Proud 
Of New Shop 


McCutcheon’s, New York City, is proud of 
its smart new shop done in contemporary 
decor, designed by Max Gerstl. Among its 
many outstanding features is the practically 
full width front window through which can be 
seen the interior of the shop. Adding to this 
spacious feeling is the layout of the interior 
which stresses economy of space, yet has an 
open, uncluttered look. 
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“S/GNPRESS’ 


‘ SHOW CARD AND POSTER MACHINE 


af 
Ae peste?! SPEED----SIMPLICITY 
AS Tee LIFE 


e 
"WA lr METAL& WOOD | 
MODEL "A TYPE 0800S How / | | 
With new “Magnetic type b | 
lock up. Greatest advance- t Gabardine Yachets 
ment in sign machines within ) | 


last 25 years. SPEEDS UP 
OPERATION and provides 


complete flexibility of type 
arrangement. 


MODEL "B" 


A medium priced sign ma- 
chine using rubber type. Pro- 
duces high quality signs at 
low cost. 






























Many national chains have 
from 50 to 500 or more Sign- 
press machines in use. 


























MODEL A — 14x 22 
MADE IN THREE SIZES .. . WRITE TODAY FOR SAMPLES, CIRCULARS AND PRICES 


DISPLAY EQUIPMENT CO. — BOX H-144, ADRIAN, MICH. 
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PUT THE “SQUEEZE” 
ON DISPLAY 
COSTS! 


—_—— Get simplified display} 
tacking with fast, jam- 
| ‘ proof performance. De- 
baageenn signed with the display 
| man in mind to give you 
sturdy, lightweight con- 
Se a struction and depen 


eos aa A i / 
HANSEN wou: TACKERS 


SIMPLE SPEEDY * SURE 
















Completely 
versatiie— 

36 different 
modeis and 80 
staple sizes for 
any tacking 
requirement. 
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SAVE TIME WITH IN 4 ial 
HANSEN VEST-KIT g -S 








Assures you of a handy sup- 
ply of staples at all times. 
Packed 1000 staples per kit. 
Slips into shirt pocket. 


A.L. HANSEN MFG. CO. 


5041 Ravenswood Avenue e Chicago 40, Illinois 
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IDEAS FOR | ~ =" 
BUILDING SALES! | (Continued from page 12) 


the opportunity. And then let's hope that future 

market weeKs can put on equally valuable and 

Just off the press! helpful display clinics. Will you be there? 

‘hygroma Another matter that seems to me of great 

complete line of importance is the great role which the display 

suse ag tas industry plays in the development of better 

BREVEL onimotion displays, so well exhibited during market week. 

motors. While it is true that the component members are 

commercial companies seeKing a profit from the 

sale of their wares, it is to their everlasting 

credit that they create the Kind of props that 

help you do the dramatic displays we find in 

America's progressive stores. Their originality 

and creativeness was revealed to a greater extent 

than ever before at the recently concluded market 

week in New York. Give these companies and their 
sales representatives every courtesy and 

ee eee we consideration possible. 

DEPENDABLE GUARANTEED Mention should be made of the close 

TROUBLE-FREE VERSATILE attention to detail that marked the planning for 

the market week just concluded. Never have I 

seen such satisfaction on the part of the 

exhibitors with the arrangements and it was this 

feeling of satisfaction that got the show off to 

an auspicious start. Every exhibit was completed 

by the opening gong on Sunday, the aisles were 

entirely free of cartons and debris and traffic 

began moving in at a busy rate. For all of this 

the industry owes its gratitude to the coordinated 

efforts of three fine gentlemen, Sylvan Freund, 

NADI president; Gabriel Valenti, NADI managing 

director, and D. W. Carlton, New York Show 

Quiet, versatile, efficient Brevel building president. 

motors are designed for maximum In closing may I mention that many 

power and precise movement—yet friendships are renewed semi-annually at these 

compact enough to be used in any NADI market weeks. They lead to a unity and 

motion display. comradeship which is an all-important need of 

Pp cceeeeeeesesesessesesseses= men engaged in any calling. 

pieseenisis's With a heavy heart I cannot neglect to pay 

tribute to the lengthy service of our departed 

editor, Reis C. Kash, who used these pages to lend 

inspiration to all engaged in display. Our 

humble thanks to the many hundreds of you who 

have sent messages of love and sympathy in his 

memory. May the good Lord bless you all. 


| Cordially yours, 
| Ly, fe 
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Gentlemen: Please send me a free 
copy of your 6 page Fall Catalogue. 
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Display Promotions Do Pay Off 


have three speeches up here and I don't 

know which to read. The ladies have made 

a good deal of sense, it me. 
Their fashion message is unassailable, and 
my presumption is that you will respect it 
and think about it perhaps momentarily, | 
am sorry to say. For when you return to 
your jobs, you will run into the same old 
things that you know so well and so bitterly. 
You will be confronted with lots of mer- 
chandise people who will badger you and 
sales promotion fellows like myself who will 
tell you that he likes pink and not black 
and that you spent too much money in the 
first place. You will at times become acid, 
unhappy and exhaustively examine the 
problem of creativity versus reality and you 
will think of Earl Meninger’s speech which 
says that creative people who are put upon 
this earth with business responsibilities die 
promptly at age 54. I say this affectionately 
and not as an evangelist because I want 
very much to leave something with you 
that may be useful and might help you to 
manage the relatively serene working life 
your unique talents should command. 

Think with me a minute now. Many re- 
tailers look upon display people as folks who 
make things pretty because that’s the way 
business is these days and of course we 
must stay competitive. Everything should 
look just lovely and you're the guys who can 
do it. This, I think, is demeaning. For you 
men and women are in the heaviest part of 
the retail business, if you choose to consider 
it that way. Display people are practition- 
ers with a trade. You share the responsi- 
bility for substantial increases or decreases 
in volume. You share the responsibility for 
profit and for loss. You share the responsi- 
bility for the store’s prestige or lack of it. 
You are in the main stream of operations. 
You are not 1m left field. But could it be 
true that you allow yourselves to languish 
in left field? I ask you the question. Do 
you know that happens to business when you 
work like the devil to create a display? Or 
do you just create it and walk away from 
it? Do you really know how important you 
volume? Do you really 
want to find out? Do you have any stand- 
ards to judge your performance? Do you 
understand what gross margin is and how 
you affect it and do you care? The fact ts 
that each one of you is enormously im- 
portant to the success of a store. And for- 
give me, but unlike some of you, I can prove 
it. I have in my hand one of those dull and 
unimaginative statistical reports which tells 
me what happened to volume and gross mar- 
gin in several fashion departments after the 
display people went to work on some 
problems in Bamberger’s. Pardon the ex- 
pression, but I want to make this point. 
I will describe the situations first and check 
the results second. 

Display program Number One was calcu- 
lated to increase the children’s business 
between the ages of four and seven and re- 


seems to 


are to a store's 
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By JOSEPH LIEBMAN 


Vice-President, Bamberger's, Newark, N. J. 


volved around the projection of a whimsical 
animal that youngsters could love dearly. 
She was Carolyn, the kindest kangaroo, with 
a remarkable pouch which sheltered not lit- 
tle kangaroos ‘but all the animals of the 
forest. Carolyn has literally become a liv- 
ing image identified with the wondrous land 
of children. She and the animals in her 
pouch appear throughout the children’s floor. 
She stands life size, as a foil for merchan- 
dise display, shows up on column wraps 
proclaiming “I love you to and 
bounces around as a three dimensional con- 
tainer full of shopping bags. Carolyn has 
her own carousel and, incidentally, had her 
own float in our nationally televised parade, 
with her pouch as a trampoline tor a 
menagerie of acrobatic animals. 

Display program Number Two was 
ceived to help our business in the subteen 
area tor kids age 10 to 13. A subteen, as 
you may know, is not supercilious at all 
about contests and parties and fashion shows 
and charm Magazines are enor- 
mously important to her. She participates 
with crushing enthusiasm and thinks the 
store that gives all these things to her is 
just the greatest. She is relentlessly vain 
because her security and popularity depend 
upon her acceptance by her contemporaries. 
The display department interpreted these 
charactristics into the theme of a charmed 
court with a golden throne. Display pieces 
now include a root beer machine, a registry 
for an academy of charm, a post office, a pin- 
up corner, a juke box and a magic mirror 
bearing the legend “mirror, mirror on the 
wall, who's the fairest of them all,” which 
is surrounded by fanciful hat trees where 
the kids can try on millinery and head 
pieces and costume jewelry. 

Display program Number Three was di- 
rected to the youngsters between the ages 
of 13 and 16 who think of themselves as 
sophisticated adults. To this person the 
greatest insult from the label “kid.” 
To her parents are “squares,” relics of a past 
era who have just not gotten up with the 
20th century; that’s all. To her, nothing ts 
more natural than talking on a phone in an 
inverted position with her high over 
her head. To her going steady at 14 1s the 
result of finding true love. To her, music 
is what motivates this followed 
closely by boys and to her, this is a time 
of life when she struggles for individuality, 
yet clings to conformity. She is a misun- 
derstood victim of those who surround her, 
and in her own little world being recognized 
as a fashion plate ranks absolutely first. This 
charming breed in the final analysis, a 
woman in the making, was the customer 
for whom this display program was inter- 
preted. We call her shop the Starlette 
Circle. The decor took its inspiration trom 
a movie studio. Overhead signing is in the 
form of lush theatrical marquees. Lights 
surround the dressing room mirrors, carry 
out the cinema theme and there are stars 


pieces” 


con- 


courses. 


comes 


legs 


world, 


Instead ot or- 
appear 


on the dressing room doors. 
dinary chairs, director's 
throughout the shop and the back of each 
bears the name of the teenagers’ adored 
stars. Incidentally, Marilyn Monroe 
drew all others in popularity two to one. 
Theretore, obviously, two chairs have been 
dedicated to Miss Monroe. Merchandise 
is spotlighted with critics’ rave notices and 


chairs 


out- 


four star reviews go to outstanding items. A 
hit parade of accessory fashions is changed 
weekly in keeping with the current 
hits. A juke box provides constant recorded 
hit music. 
for recruiting new 
serves as a device tor 
parental approval on the spot is important. 
I'll call you,” 


disc 


A box office serves as a registry 
starlets. A phone booth 


closing sales when 
The slogan, “Don’t call me; 
appears on the booth because obviously no 
self-respecting starlet 
telephone conversation 
this remark. 
The fourth major 

volves the Junior, the girl who 
7 to 17 and who knows that her real claim 


to tame isn't 


Opens OT closes a 


] 41 
these days without 


display program in- 
wears size 
grades or high salary, 
but rather the way look 
makes the most of This 
junior who would rather look like a celebrity 
than a junior. She can't do it without the 
right clothes. And store created the 
girl in town, namely the 
She wears junior fashions 


high 
she can when she 


herselt. girl 1s a 


SO the 
image of a new 
celebrity junior 
because they are the most celebrated tashions 
by the most celebrated designers and in the 


most junior 
emerges looking like a celebrity. The 
play department translated this idea into an 
of solid iron with an 

“Through 


celebrated new shop where a 


dis- 


impressive 
arch bearing the 


gateway 
announcement 


these gates pass the most celebrated juniors 
eT 


and the shop has the | 


e 
garden 


in New Jersey” . 
vasive charm of a 
and is complete with green hydrangeas and 


formal Italian 
giant urns. 

Now, what effect do these display 
any? Let us 


efforts 
have on business, if 
ani reading to you from a statistical 
prepared by our controllers ofhce and 
frankly, I haven't looked at for some time 
In the first case, the case of the kangaroo, 
for girls up to age seven In Newark sales 
increased better than 6 per cent in 1957 
and in our branches 
5 per cent. In the charmed court, the 
with a golden throne for subteens, sales in 
Newark 40 per cent and in the 
branches an incredible figure, 
In the case of the starlet circle, the teenage- 
movie studio, in Newark, the sales increased 
130 per cent and in the branches 23 per 
cent. 

The gross margin of all of the departments 


sales increased nearly 


2 thw 
LUuas t 


increased 


ot SU per cent 


combined increased almost a tull per cent 
in Newark, and a tull 
branches. And then to complete the picture, 
the share of 
the departments I have reterred to 


[Please turn to page 48] 


per cent 1n the 


> 


the market in the area tor al 


increaseqd 








Los Angeles Displays Accent Elegance 


Scandinavian promotion 


lends 


By DICK JACHIM 


international atmos- 


phere to May Company-Wilshire’s windows and interiors 


... Art gallery motif cleverly done at Phelps-Terkel. 


LY Company-W ilshire trans- 


Scandinavian 


Was 


tormed into a decor 
gigantic 
Scandinavian promotion ot contemporary 
Imports trom the 


Finland 


for three weeks during a 


iture and accesso;ries 


our countries. Denmark. Sweden, 


generously displayed in 


Norway, were 
interior. 


windows and much ot the 


with extensive pub- 


promotion openes 


> r } = -L . } " it} 
rormai cocktall party with 


and with a 


mitaries oT tf he se tour countries as 


indows had the greeting, “Skoal! 
ia’ painted on them in huge black 
furniture, tabrics 
floor by the 


4 | 
\ vignette of the 
accessories decorated each 
alator going up 


; 
: 


Barry Snider, display 
The 


from 


exhibit, 
put on the fourth floor. 


bordering it were enclosed 
ceiling with panels secured in a tri- 
design Imported furniture fabrics 
in predominating pur- 
or peacock covered them. White 
tull length of the 
sides into the 


These platforms, as well as 


. stripe 
COUNTIES 


bordered the 
the two facing 
aTea 

the panels, displayed turniture and accessor- 
The one on entrance 

d an authentic street lamp from Den- 

They were black with a copper trim. 

vhite streamer in black lettering at the 


each side at the 


spelled out the 
as that 


Sallie 
found on the 


1. 7 | 
tne paneis 


linavian greeting 


Large green plants in square white plant- 
ers accented each triangle. 

Upon exhibition, the first 
display was composed of an exquisite dining 


entering the 


room table with ten elegant place settings. 
Beyond this one was a model house consist- 
ing of a living room, dining room, den and 
furnished in 
finished 

colors 


bed room also completely ele- 
floors and walls 


accent the 


gance. The were 


in white to luxurious 
atorementioned 

One ot the windows was filled 
met delicacies imported trom these countries. 
This was tied in with a gourmet shop in- 
and turther carried out with a smorre- 


brod (the serving of open taced sandwiches) 


with gour- 


side 


in the store's tearoom. 

“P.T’s collec- 
Mel Keith, 
Phelps-Terkel, developed 
his compositions into an art gallery motif 
at the “Miracle Mile” Beautiful 
natural wood frames with applied gold leaf 
exhibited suits, sportswear, shirts and other 
The background in_s these 
trames were of the same color fabric as the 
predominating one in the 
any given window. Enhancing the 
were the rich panels of wormy chestnut ap- 


clever capt mn 
in merchandise.” 


Under the 
tion of fine art 
display manager at 


store 


aCCeSsSorTies. 


merchandise in 


scenes 


—Upper right, by Lee Platt, J. W. Robinson- 
. . « Lower left, by Mel Keith, Phelps- 
Lower right, by Clarence Chaney, 


Downtown 
Terkel 
May Company-Lakewood— 


Wii 
i iW” 


plied to the walls, including a shelf in the 
center of the back one 

For instance one display 
lett a large 
sport 
front were 
The other 
within one of these frames which is resting 
on a low table. Fabric of the 
material is draped through the lower portion 
of the frame and onto the floor. 

More 
added 
ing the same 
developed by one of Mel's clever associates, 
Bob Vara. Shoe stands protrude 
one of the exquisite frames on the left side. 
Another, suspended over the shelt, holds a 
The low 
pairs on 


showed on the 


easel enclosing a 
and in 
floor 


form 


frame on an 


coat and accessories. Below 


accessories on the 


shirt 


added 
side encompasses a 


same tie 


shelf and 


FF ollow- 


Was 


accessories are on the 
frames enclose the readers. 
theme a 


shoe window 


through 
pair of shoes and light accessories. 


table to the right 
three arm shoe stands as well as on top ot 


carries added 
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it. All the groups are accessorized with 
ties or tie-matching material. 

The richness of the original fashions in 
flower prints was enhanced with the ele- 
gance of pearls at J. W. Robinson-Down- 
town where Lee Platt is the display director. 
Strands of pearls widely on 
chain were suspended trom the ceiling to the 
floor. A mannequin in the center of this 
background had some of the strands gently 
draped over her outstretched hands. 


spaced brass 


Black walls and floor accented the fashion 
The 
floor was bordered with an off-white plat- 
torm about eight inches high. The right cor- 
ner of it was accessorized with pearl neck- 
laces around the neck of the head form and 


and added elegance to the atmosphere. 


over her one hand. More pearls were inserted 
among the other accessories in this grouping. 
The held a large reader that 
carried the flowery caption “Festive fashion 
gently sophisticated, enchantingly femi- 
nine, trom the distinguished 
Harou.” 
Calitornia 


other side 


house ot 
colors in sportswear filled the 
windows otf Ohrbach’s-Wilshire on _ the 
“Miracle Mile’ where Bill Meissner is the 
display director. A background of suspended 
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square blocks in colors of white, pink, 
orange and red with a stylized sun-burst on 
the center one created the desired light, 
airy atmosphere. This was continued with 
the use of yellow wood chips on the floor, 
and added squares, smaller in size, on the 
lower portion of the window. 

Four mannequins, each dressed in a dif- 
ferent color and fashion, were spaced over 
the floor. They were lightly 
with jewelry and a hand bag. 
ground a small group of cen- 
tered the window. To the extreme left, a 
large white reader in black lettering read, 
“Summertime in the tashion 
bright and mini-priced.” 


accessorized 
In the 


aCCeSSOTIES 


fore- 


in easy light, 

A colortul throw-pillow promotion greeted 
shoppers at Barker Bros. Fred Bower, dis- 
play director, suspended a quantity of them 
from the ceiling in various colors, sizes and 
and at different levels. Against a 
white wall and pastel blue floor they created 
an awe-inspiring panorama of colors. 


shapes 


—Upper left, by Fred Bower, Barker Bros... . 
Upper right, by Stanley Thompson, May Com- 
pany-Downtown . . . Lower left, by Barry Snider, 


May Company-Wilshire— 


Added richness was obtained through the 
use of elegant gold umbrellas. 
interspersed throughout 
Hoor 


A swimwear promotion proved 


| hese were 


the pillows on the 


“trafh 
stopper,’ as these words boldly hand-lettered 


; 


in red on the panes suggested, at May 
Til 


Company-Downtown where Stanley Thon 
son is the display director 

Depending on bright-colored balloons sus- 
pended from the ceiling to attract 
two 


fashions on mannequins ad 


window of a different name brand 
The background was dark grey and 

covered the floor. 

many 


Clear lights expanded 
: whole 
A small reader in the center ot each 


identified the manutacturer. 


bright colors over thi 


Various pastel colors in towels and sheets 
accented the promotion at May 
Company-Lakewood. Centering the attractive 
colors with a | 
rattan scrolled backboard, Clarenc 
the display manager, canopied it w 

On the 
carried a 


(‘annon 


around a bed ughly-stylized 


opened 
portion of the paste 
sheets. Additional! 
grouped before it on the floor 
The right found 
surrounding a black 
old-fashioned wash basin and 


left. a white 


7 
: 
; 
i 


towels and 


extreme more 


held al 
} 


water pitcner 


stand which 
housewite in the 
pert summer 
monize well with the 


in white. The scene was 


dressed in a creation 
many hues 
chandise. 
Large readers « 
floor identified the manufacturer 
attention to the 
merchandise ith one word 


\nother 


annon 


, 
arew many ¢ 


“colorama reader 
prizes ina { contest 
( lear turther enhat! 


festive atmosphere created 


lighting 


Meltzer Appointed 
To Lidco Sales Force 
Saul Meltzer has 
sales manager of 
Freeport, mee 


manufacturers of indoor 


heen appoint 


Display iz 


division of 


wie 
Laide 


and outdoor ‘ 
decorations. His duties will include the 
tion of a local sales force and coordin: 
purchasing and selling. He was associat 


Yours, 
stead, N. Y., and Sy Blumberg Displays 


many vears with Displayfully 














By FREDERICK J. LUDWIG 


Servicemen overseas are also dis- 
play conscious, which has led to 
extra effort in that direction by 
post exchange personnel. Green 
Park Housing Annex in Tokyo. 


Japan, is an excellent example. 


CIENTIFIC trafic planning and good 
display techniques are primary factors 


in selling quality American merchandise 


in military exchanges in overseas areas. 

The Japan Central Exchange, with head- 
quarters located at Ofuna, operates 2] Army 
post and Air Force base ex- 
changes in Japan and Korea. JCE is an 
integral part of the world-wide Army and 
Air Force Exchange Service in New York 
City. 

JCE has found that its military population 
is display conscious and will react in direct 


exchanges 


proportion to the effort expended in 
viding a pleasing place to shop. 


pro- 


An excellent example of a modern shop- 
ping facility is the Green Park Housing 
Annex located in the Tokyo metropolitan 
area. 

Green Park is a huge apartment building 
with 750 family units. It contains an ex- 
change, commissary, snack bar, Officers’ and 
NCO clubs and other facilities for the 
use of U.S. Security stationed in 
Japan. 

The Green Park 
this housing unit and offers a complete 
line of quality merchandise and _ service 
including practically every type of merchan- 
dise needed in an overseas area. 

The 


ovated., 


Forces 


store is a vital part of 


redesigned and 
high wall, low 
layout enabling a complete view of 
part of the store from the 
customer enters. 


store, recently 
features a 


ren- 
center 
every 
moment the 


The design has been carefully thought 
out so that there is not one dead corner 
or dead selling spot in the entire store. 

Natural trafic flow takes customers past 
the jewelry, cameras, radios, records, and 
appliances, through the big self-service sec- 
tion where household, toiletries, and other 
military “must” items are stocked, and out 
past the clothing, and sporting 
goods sections. 

T. Numata, store manager, states that by 
eliminating practically all artificial check- 
out points and putting 80 per cent of the 
merchandise on self-selection in wide open 
aisles, not only has accessibility to the cus- 
tomer been improved, but security is better 
because of greatly improved visibility. 

View-blocking, unsightly pillars down the 
middle of the store have been turned into 
brightly lighted and have in- 
creased showcase display by almost one- 
half without the use of any additional floor 
space. 

Green Park ts a sub-branch of the 6000th 
Support Wing located at Fuchu Air Station 
in Japan. Captain Jesse E. Foster, USAF, 
is the officer-in-charge, assisted by George 
W. Urda, general manager, and a staff of 
well-trained and competent Japanese 
clerks. 


cosmet ic, 


showcases 


sales 


New Book Explores 
Paper Art Potential 

“Creating With Paper” by Pauline Johnson, 
is a new book planned from the the point of 
view of using paper in the production of art 
forms, and is devoted to seeing and thinking 
of paper as a medium for artistic expression. 
It is the first manual on the art of paper sculp- 
ture. 

The authoress has succeeded in presenting a 
very wide range of techniques and a wealth of 
illustrative examples conveniently assembled. 
The book goes beyond its original intention 
as a manual for students and teachers and 
will be valuable as an “idea” book for display- 
men. Diagrams and photographs break down 
the sometimes intricate operations into almost 
simple procedure. 

Published by the University of Washington, 
Seattle, it sells for $6.50. 


Stensgaard Wins Award 
In CFAC Competition 


At the annual award dinner of the Chicago 
Federated Advertising Club, the award for the 
best entry in the permanent type window dis- 
play class was won jointly by W. L. Stens- 
gaard & Associates, Inc., Chicago, jointly with 
the Sherwin-Williams Co., Cleveland. for 
whom the display was designed. The Stens- 
gaard organization has won one of the awards 
in this classification for the past 10 years. 


New And Novel Display 
Used By Parke-Davis 


A new and novel display, called a “Light 


Thief,” is a three-sided panel which absorbs 
any available light and surrounds the featured 
product in a three-dimensional glow. The 
brilliantly painted back panel is cocked at a 
5-degree angle with the featured product at- 
tached at the center. It was developed and 
designed by Einson-Freeman, Inc., Long Island 


City, N. Y. 
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suey 


to get more ATTENTION a Ls {i for YOUR DISPLAYS 
ae Ka Bre s 


POTTERS <a SILVER GLASS TINSEL’ 


Unmatched for sparkle...truly economical... nothing. but nothing, 

can match the sparkle of Potters Silver Glass Tinsel in silver or in your choice of colors. 
For longer lasting brilliance, silver is available in tarnish-resistant grades. 

And, for displays that glow in the dark, ask about Potters Reflective Spheres. 


Available from your jobber, or write for samples and name of nearest jobber 


THE JONEL COMPANY, Carlstadt, N. J. 
awholly owned subsidiary of POTTERS BROS. INC. 





ADI members 


lways 


. one of the many reasons 


why you should consult 


isplay Naw = 


Tf Bgenuity -~ 
NI ational A|ssociation of Diisplay ‘| Jndustries 


HOTEL NEW YORKER, ROOM 419, NEW YORK CITY 1 
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Easily Adapted Ideas For The 
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Smaller Store _ By JIM KILEY 


HAVE designed display ideas for this page 

for a good many years and have always 

enjoyed doing the work in the thought 
that some of the ideas may help the smaller 
stores who cannot afford a 
budget. 

However, this is one set of drawings that I 
cannot say I enjoyed completing, as I received 
the sad news about Reis Kash shortly after 
commencing it. 


large display 


For over 20 years it was my privilege to be 
able to consider him as one of my best friends 
and I am sure that the entire display profes- 
sion will agree that a replacement with his 
outstanding ability will not be found easily. 

In the future, every time | work on display 
drawings or read my copy of DISPLAY 
WORLD, the memory of a kind, intelligent, 
able and delightful man will remain with me. 

The drawings on this page are all specially 
designed so that the displays can be built and 
installed at a reasonable cost. 

(A) Giant width window display papers are 
one of the most useful props ever offered to the 
display trade and this drawing illustrates how 
a paper background can be exceptionally effec- 
tive. 

In this case, the art work can be used to 
feature display ladies Paris-style gowns and it 
was specially designed so the figure and tower 
can easily be enlarged and drawn on the large 
sheet of pale blue background paper. 

A good idea that will conserve the display 
budget is to contact your local high school art 
teacher to locate a talented student to produce 
these window backgrounds for you. 

Note how an expansion pole can be used to 
support the window show card. 

(B) It is not too early to begin to plan 
some effective window displays for the coming 
fall season and this sketch shows how three 
wallboard or plywood panels can be used to 
create the unit. Cut the modern design trees 
out of wallboard or homosote and paint them 
in pastel shades of brown, yellow and orange 
fall colors. They can be nailed then on the 
face of the back panel brought forward on 
blocks of wood to create a two dimensional 
effect. The two side panels can be painted 
pure white with light brown strips on the one 
at the left and bright yellow cut out letters 
tacked on the one at the right. The three 
panels can be constructed with a l- by 2-inch 
wood frame so they can be reused in many 
other trims. 

(C) The writer has often mentioned that 
good display ideas are all around us and that 
the trick is to make notes when you observe 
one for future reference. This drawing 1llus- 
trates a good case in point; an eye catching 
screen used to divide the St. Louis airport 
from the coffee house. Many who have visited 
this Lambert Airport will agree that the use 
of plate glass makes it one of the show places 
of America. 

In this case, the varied colored squares can 
be cut out of any available medium and then 
attached to lengths of round wood stock nailed 
as shown, inside a pine board wood frame. Be 
sure to carefully select the colors for the 
squares so they will complement the basic 
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color used on the dress featured on the man- 
nequin. 

(D) A masculine panel window display unit 
can easily be constructed by cutting out squares 
from a sheet of striated plywood and cement- 
ing them onto the heavy plywood panel and 
base. The large leaf can be cut out of heavy 
display paper or wallboard and painted in pale 
yellow with the edges airbrushed in orange. 

An excellent finish can be obtained on the 
assembled unit by applying a coat of oak oil 
stain and then, while still wet, wiping with a 
rag to produce highlights. 

A man’s fall suit is then draped on a form 
and the sketch shows a novel treatment for 
the head; it can be cut out of heavy plywood 
with suitable-sized holes drilled to hold the eye 
glasses and cigarette holder. Note how the 
head is attached to the form by means of a 
short length of wood dowel. 





New Wire Shelf Divider 
Offered By Darling 

A new clip-on wire shelf divider for either 
glass or perforated metal shelving is available 
from L. A. Darling Company, Bronson, Mich. 
These handy dividers provide a quick and easy 
way to divide shelves for separating a wide 
variety of merchandise, especially in the soft 
goods line. No screws or bolts to tighten 
just clip on and shelves are ready to merchan- 
dise in a neat, orderly manner. They are 
plated, 4 inches high and available in 8, 10, 12, 
14, 16, 18 and 26-inch lengths to fit various 
shelf sizes. For complete information write for 
New Products Bulletin 801. 


Young Appointed 
Account Supervisor 

Robert A. Young, formerly executive with 
Ruthrauff & Ryan, Inc., advertising agency, 
has been appointed account supervisor and 
new business representative for Mel Gussow 
Associates, 590 Fifth avenue, New York City 
36, visual merchandising and sales promotion 
specialists. He will concentrate his activities 
on the company’s new MGA plan, a coordi- 
nated promotion and merchandising program 
for manufacturers. 


Starer To Manufacture 
Artificial Foliage 

Starer Displays, 737 North Fourth street, 
Milwaukee 3, announces the establishment of a 
new division for the manufacture of artificial 
foliage and Christmas units, in which imported 
raw materials will be used exclusively. The 
new operation will be in charge of Elmer P. 
Knoll, who has just joined the company. 


Display Contest Again 
For Letter Writing Week 

The twenty-first National Letter Writing 
Week sponsored by the Paper Stationery & 
Tablet Manufacturers Association, will be held 
October 5 to 11 and will again feature a win- 
dow display contest for which cash prizes will 
be offered for the best displays in several 
categories. Full-color window posters as well 
as contest details can be obtained from the 
association, 444 Madison avenue, New York. 














Ballou’s 


Glittering products will add 
sparkle to your displays. 


METAL FLAKES AND STARS 
Brilliant, scintillating, non-tarnishing 
— and stars in gold, silver and 
colors. 


GLASS TINSELS 
Beautiful sparkling colors — red, green, 
gold, silver, blue, black — five fine- 
nesses. Also pastel and other shades 
to order. 


DIAMOND DUST 


Attractive snow effects can be ob- 
tained with this decorative material. 
Obtainable in five finenesses. 


CRYSTAL BEADS 
for outdoor and indoor displays. Spe- 


cial colors made to order [including 
gold and silver). 
GOLD AND ALUMINUM 
BRONZE POWDERS 


Greatest possible luster in the correct 
fineness for screen process or any pur- 
pose required. Send for color card. 


Write for Sample Card 


EDWARD C. BALLOU CO. 


6 Varick Street, New York 13, N. Y. 

















DISPLAYS 


¥%& Rustic Frames 

% Rustic Boxes 

% Bird Houses 
& Feeders 

BIRCH 

Poles & Branches 

CEDAR 

Poles & Slabs 








TABLES 


The finest quality 
turn table on the 
market today. F 


They will give you wonderful motion dis- 
plays. 10 models. Write for literature. 


Sold by leading jobbers 


ULRICH BROTHERS 
2923 Agnes Corpus Christi, Texas 











WOOD & PLASTIC LETTERS 
AND SPECIAL SCRIPT 


All styles and sizes—Custom signs—Window, Store 

directory, desk—Trademark reproductions. We have 

moved our factory from Grand Rapids, Mich. to 

Portiand, Indiana. 

DISPLAY CRAFT, 804 W. Main St... Portiand, ind. 
Interested in Salesmen and Jobbers 








45 





Revolving 
Units 


The most uersatile finture ever 
DESIGNED FOR DISPLAY 


L 
— 


ue 


Spinners 











Dividers 


Table 
Risers 


Garment 
Hangers 
ah j 


The “KEY POLE" is quickly set up to create new and varied eye catching displays for every type of merchandise. 
Firmly adapting to any location with its spring and telescope action and non marking vacuum cup grippers, this 
anodized aluminum beauty will pep up sales and cut costs every day of the year. 


DISTRIBUTED THROUGHOUT THE UNITED STATES AND CANADA BY 


CHICAGO 


The Fixture Mart 
314 W. Jackson Bivd. 


Rhodes 
Park Ridge, 


CINCINNATI 
General Display Co. 
25 Opera Place 


CLEVELAND 


Standard Displays Co. 
1397-99 W. 9th St. 


* Potent Pend. Trade Mark Reg. 


International Co 


DALLAS 

Marshal E. Moody Co. 

1106 Jackson St. 

DENVER 

Decorative Materials & 
Sales Co. 

ISIS Arapahoe 

LONDON, ONTARIO 

Madison Display 

Wellington & York Sts. 

LOS ANGELES 

Decter Mannikin Co. 

1000 S. Los Angeles St. 


Manufactured only 


by 
OTIONS OF CALIFORNIA 
EE CALIF 


TT. GQAKLAND F, 


LOS ANGELES 
Syd Jackman Co. 
822 S. Los Angeles St. 


LOUISVILLE 
Myers-Thompson Display Serv. 
319 West Main St. 


MONTREAL, P. 9. 

Hollinger Displays 

1449 St. Alexander St. 

NEW YORK 

Empire Display Mfg. Co., Inc. 
45 W. 34th St. 


OKLAHOMA CITY 

E. B. “‘Jack’’ Castle 

21 W. Main St. 

SAN FRANCISCO 

Sylvan Cohen Displays, Inc. 
254 Sutter St. 

SEATTLE 


Ross Display Material Co. 
1409 Seventh Ave. 


VANCOUVER, 8B. C. 

King Agencies, Ltd. 

114 Water St. 
Eastern Distributor 


EMPIRE DISPLAY MFG. CO., INC. 
‘ 45 West 34th St... New York 1, N. Y. 





Lightings Selling Power 


- 


tast, 
He has only about three seconds or less to 


HOW window lighting may be likened 

to stage lighting except that rather 

than presenting actors the show window 
focuses attention on the merchandise or 
services sold by the outlet. 

[The show window is a visual link between 
the merchandise or service and the potential 
other words the show win- 
outside salesman for the store. 
He is the man with the hook, standing on 
the sidewalk, dragging the customers into 


customer. In 
dow 1s the 


> Ts 
Sivic. 


This salesman of ours has quite a job 


ao: 
l. He tells the kind, quality and value 
ot the merchandise in the store. 
2. He shows samples of this merchandise. 
3. He reminds the 
buy 


customer that here is 
what advertised 
radio. 


can was 
papers or on the 


comparison of 


where they 
in the 
4. He 
and quality. 
5. He invites the customer to enter the 
store for a complete tour. 
This is a real job tor any salesman and 
no merchant can afford to have a shabby, 


challenges a price 


shopping 


poorly-dressed salesman greeting the public. 

This show window I’ve been talking about 
is valuable space; most large stores charge 
24 per their first floor rent to the 
show This show window 


cent of 


window space. 
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salesman of ours has got to be too. 


pedestrian or 
passing by. 


sale to either 
trafic which is 
We Americans travel fast and we are a 
nation of page flippers and window glimp- 
sers and a good show window must be a 
glimpse selling window. 


make the 
vehicular 


So far as the show window itself is 
concerned there are five requirements for 
glimpse selling windows: single ideas, 
strong silhouettes, simple backgrounds, 
brightness balance and color. The first 
three of these are the displayman’s job, but 
brightness, balance and color are the 
of the lighting engineer. 


job 


In addition, the lighting engineer has the 
important problem of minimizing daylight 
reflections. You have all had the experience 
of seeing some woman powder her nose in 
front of a store window. When this occurs 
you can be sure that that particular window 
is not a good window salesman. These 
daylight reflections occur because the win- 
dow glass acts as a mirror reflecting images 
of the sky or traffic, or even worse, the 
store across the street. 

There are several ways of minimizing 
these reflections and [I would like to point 
out that minimize is the correct word. They 
cannot be eliminated completely: 


1. The glass may be sloped inward thus 
directing the reflected images out of the 
viewers This reduces the effective 
display area considerably. 


eyes. 


curved downward. 
eliminates day- 
same time it 
available for 


2. The glass may be 
This almost completely 
light reflections but at the 
almost eliminates the space 
display and is very costly. 

3. The glass may be sloped outward with 
a canopy overhead. This makes it nearly 
impossible to position lighting equipment 
with proper aiming angles to light the 
display. 

4. The most effective solution to the day- 
light reflection problem is to build up the 
intensity of light inside the window sufh- 
ciently to allow us to see through the glass 
rather than have the glass act as a mirror. 
through these reflected 
that the displays 
least as bright as the 
reflected images, preferably times 
brighter. With light colored displays and 
backgrounds 200 footcandles of vertical 1 
lumination will usually produce this amount 
of brightness. 


In order to see 
images it is 
themselves be at 


necessary 


several 


Please note that while we can quite 
clearly see the merchandise which is on dis- 
play and nearly eliminated the re- 
flected images, that the lighting is quite 
flat and that your eyes are not attracted 
to any individual item. This brings us to 


the next point in our discussion, brightness 


have 


balance. 
[Please turn to page 50] 
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FINE WOODS, SUBTLE SILKS 
MAKE WARM INTERIORS 


[Continued from page 27] 


good view of the merchandise displayed 
within them. Other items are displayed on 
mannequins posed on the ledge and on the 
counter tops, or on figures atop floor cases 
and counters. A mannequin is placed, too, 
on a platform between this shop and the 
adjoining one. 

Shoji silk cloth covers the wall in the 
blouse department where there are gold 
satin-finish cornices and a smart awning 
effect. A plastic diffusing shield under the 
cornice is used to conceal fluorescent light 
tubes. 

For an unusual treatment in the co-ed 
shop, which backs up against the escalator 
enclosure in an important traffic spot, an 
open floating canopy has been created of 
white oval poles with painted metal decora- 
tions. The ends of the poles carry the name 
“Co-Ed Shop” on individual plaques. Col- 
umns in the shop are covered with Shoji 
silk on two sides and mirror-faced on the 
other two sides. 

The illustrated sportswear department 
utilizes wormy chestnut for walls and teak- 
wood for furnishings. Large red, white, and 
blue murals in a nautical motif are applied 
to the backwalls. Two sides of the support 
columns are mirrored, the opposite two are 
wood paneled. A red, white, and blue awn- 
ing around one of the columns is supported 
at its outer corners by four white poles. 
White ropes from pole to pole create a 
square display area. Mannequins are posed 
in the area wearing bathing and beach cos- 
tumes, while a life ring hung to the wood 
panel of the column adds an extra bit of 
nautical detail. Netting is draped from the 
fringed awning. Other mannequins are ar- 
ranged casually on counter bases and plat- 
forms. 

Another illustration shows the coat and 
suit shop, which has wormy chestnut panels 
forming part of its walls and a large mirror 
paneled wall on the left. Brass cornices 
with scalloped details are used to conceal 
fluorescent lighting over the stock cases. 
A recessed platform along a chestnut pan- 
eled section of the left wall forms a display 
area on which a mannequin wearing a tea- 
tured costume is placed with a huge green 
plant in a large urn. A _ second plant is 
on top of the ledge near the mirrored panel. 
A second mannequin stands on a platform 
at the rear of the shop in front of the wood 
paneled wall. 

Frosted gold screens which are Moorish 
in character are used to contrast with an- 
tique mirrors at the entrance to the gown 
shop. Furnishings for this shop are in con- 
trasting colors of sea-ftoam and gold, and 
the floor is carpeted in blue. Low plat- 
forms set against the Moorish screens are 
used for display, with mannequins wearing 
featured costumes on each. 

There are many unusual features in the 
home furnishings store on the third floor, 1n- 
cluding model rooms, each of which illus- 
trates a furnishing style. There are tele- 
vision, musical instrument, and record de- 
partments — even a separate organ room — 
and a bridal registry desk at the edge of 
the china and glass department. 
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The housewares department takes up 
about one-fourth of the whole third floor 
sales area. The floor of this department is 
tiled in yellow set off by walls lacquered 
in a rich blue. Deep walnut floor and ledge 
units are used for continuous display, with 
carnival colors as well as functional lines 
making an effective foil for the walnut 
bases. 


The walls in the china and glasswares sec-~ 


tion are also lacquered in the blue, and the 
floor bases and ledge units are of the deep 
walnut. A perforated gold color cornice 
hides lighting fixtures that are supplemented 
by additional lights beneath the glass shelves 
on which china and bar accessories are dis- 
played. All shelves are adjustable. 

In the basement level, which Albert C. 
Martin & Associates designed, a full mo- 
saic tile wall creates an “interrupting in- 
fluence” to help attract attention to the 
children’s sections. A fixture, flanked by 
open end metal dividers, is placed against 
this mosaic wall and white incandescent 
lighting fixtures hang over the merchandise 
racks. A low display platform is fastened 
around two sides of the support column at 
the entrance to the section, and boy and 
girl mannequins are posed on it against 
a panel background. Part of the columns 
are covered with perforated hardboard to be 
utilized for display. Other displays are in 
counters and on top of counters and floor 
bases. Vinyl tile is used to floor the depart- 
ment. 

Displayers of white baked enamel on metal 
trames and faced with plastic veneer panels 
in alternating colors of yellow and white, 
surround the children’s section and 
partially separate it from the rest of the 
selling floor. Displayers of similar structure 
are arranged inside the shop. Shoes are dis- 
played in shadow-boxes recessed into the 
wall of the department, as well as on the 
displayers. The chairs for the department 
are upholstered in yellow and brown on 
white metal frames. 

Outside, inside, from lower level to the 
very top, May Company's West Covina store 
is dramatically handsome, a sumptuous set- 
ting for modern merchandising and beautiful 
display. 
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Diehl Heads Sales, Promotion 
For Barrango, San Francisco 

Elmer C. Diehl, who resigned a_ short 
time ago as display director for Sommer & 
Kaufmann, San Francisco, has joined C. 
Barrango Company, of the same city. He 
will be sales and promotional manager of 
the firm, which is well known for its dis- 
tinctive line of men’s mannequin and re- 
lated display items. The company is now 
observing its thirtieth anniversary. 





“PALM ISLAND” 
Qtiention - 
i Gat te 
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BRANO 


Assemble in a jiffy nothing to cut, drill or 


glue. 22 inches tall with 15 green preserved palm 


leaves and combed redwood base. 
$4.50 
$40.00 


l sample tree prepaid 
Standard pack-——10 trees—-F. O. B 
Shipping wt. 15 Ibs. 


Also available at your Display Supply House. 


BENSON CO 220 E. Pacific Coast Hwy. 
e Leong Beach 6, California 
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CREDIT AND COLLECTION 
SERVICE TO THE 
RELATED DISPLAY INDUSTRIES 


251 West 42nd Street New York City 36 











FOIL PAPER, PUFFING FOIL, BASE 
METAL, METAL CHAIN LINKS 
R. A. OHLHORST 


278-292 Johnston Ave. Jersey City, N. J. 

















SOURCE SERVICE 


If in any of the illustrations in DIS- 
PLAY WORLD you see some property, 
fixture, mannequin, or other display 
equipment which interests you particu- 
larly, we will be glad to supply you with 
the source from which it can be ob- 
tained. Just address your inquiry to the 
Editor, DISPLAY WORLD, Cincinnati 
1, and it will have prompt attention. 





DISPLAY TURNTABLES 
® Heavy Duty © All Steel 
SIZES FROM 34" UP 





Write for free illustrated folder 


AMER-STAGE EQUIPMENT 
805 £.134 S?#., Bronx 54,N. Y. 











R P DECORATIVE FOILS 
R P Expanded Aluminum Foil, R P Ex 
panded Puffing Foil, R P Unexpanded F 
R P Non-Expandable Foil, R P Base Metal 

Write for Samples 
RESEARCH PRODUCTS CORPORATION 
1015 E. Washington Ave., Madison 10, Wisconsin 
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DISPLAY PROMOTIONS 
DO PAY OFF 


[Continued from page 30] 


a full 2 per cent for the period February 
through November, 1957. The celebrity 
junior program is current and is not re- 
corded on this piece of paper but you can 
take my word for this because I checked 
yesterday prior to coming over here. The 
department is showing a volume increase 
of over 33 per cent as against a general 
volume decrease in ready-to-wear because otf 
the bad weather. 

Now, the point of this saga is that in each 
of these cases we were able to sell fashions 
at regular prices, not off prices, and still 
build volume margin and character. 
Display people, it seems to me, must know 
these things. You should know them in 
order to win the recognition you deserve 
as class-A citizens in the profit picture. 
You must know them in order to achieve 


g2TOsSS 


status of such importance that you will be 
better equipped to protect and justify your 
budgets that a lot of people like to fool 
around with. 

You must try to know 
basics of the business, the Arabic numerals, 
so that you can have standard of 
achievement against which you can measure 
yourself. If this is not done, the display 
function will be eternally vulnerable to the 
ruthless law of the decimal point and to 
muddled points of view concerning its im- 
portance to the total promotional situation. 
As long as you choose to stay outside the 
ugly innards of the business, you're an out- 
sider. This is a sequitur — an address 


delivered at the NADI Market Week Clinic. 


more about the 


some 


Ernestine Barrango Now 
Mrs. Lindstrom 

A bit of romance was unveiled when Mrs. 
Ernestine Barrango, of C. Barrango Co., San 
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HE HAS Four 
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TRIPS 
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k& NATIVE OF KoOcKESTER, IN (935 HE 
“EmMBARKED iN THE DGPLAy ‘FIELD wei te 
EMPTY POCKETS ANP AN OPEN. MIND ~ 
, WHERE 
THE BRILLIANT CARL SKAER HEADED DispLav 
BESIDES BEING DISPLAY DIRECTOR FOR M<¢<uRDYS | 
THREE STORES, HE HAS SERVED AS PRES'!DENT 
OF THE ROCHESTER DISPLAYMANS cLUS 
CHAIRMAN OF THE DISPLAY COMMITTES FOR 
COMMUNITY CHEST DRIVES ,>wrm THE POLICE 
ATHLETIC LEAGUG FOR TEEN AGE RECREATION 
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Francisco, showed up at NADI Market Week 
with a companion, Earl Lindstrom. It came 
to light for the first time that she was mar- 
ried a year ago, but the information was not 
divulged prior to this time. Mrs. Lindstrom 
will continue in active management of her 
company. 


Oregon Display Jobber 
Wants More Lines 
R. G. Proby, oft Art 
510 Utica street, Bend, 
his firm is looking 


Advertising Services, 
Ore., announces that 
for additional lines of 
display materials and fixtures. He com- 
ments: “The area to be serviced by this 
company will be limited to communities and 
areas ot Oregon east of the Cascades, 
which heretofore has had little or no serv- 
icing from the major jobber interests of the 
coast cities.” 





COMING UP! 


Old Stove Roundup 
National Avaition Day 
Labor Day 
Home Lighting Fixture Month 
United Community 
Campaigns 
National Child Safety Week 
National Blouse Week Sept. 7-13 
Rosh Hashana Sept. 15 
National Wallpaper Month. Sept. 15-Oct. 15 
Citizenship Day Sept. 17 
Constitution Week Sept. 17-23 
Home Fashion Time (tentative/ Sept. 19-26 
National Dog Week Sept. 21-27 
National Tie Week Sept. 21-27 
National Sweater Week Sept. 22-28 
Yom Kippur Sept. 24 
Gold Star Mother’s Day Sept. 28 
National Newpaper Week Oct. 1-8 
National High Fidelity Month Oct. 1-31 
Let’s Go Hunting Oct. 1-31 
Restaurant Month Oct. 1-31 
National Employ the Physically 
Handicapped Week 
National Letter Writing Week 
Fire Prevention Week 
National Pharmacy Week 
National Wine Week (tentative) 
Columbus Day 
National Civil Defense Week 
Sweetest Day 
Winter Millinery Openings begin 
United Nations Week 
National Bible 
National Apple Week 
Navy Day 
Hallowe’en 
Children’s National Book Week 
Election Day 
World Fellowship Week 
Veterans’ Day 
Christmas Seal Sale 


Aug. 1-Oct. 31 
Aug. 19 
Sept. 1 

Sept. 1-30 


Sept. 1-Nov. 27 
Sept. 2- 


Oct. 
Oct. 
Oct. 5-11 
Oct. 5-11 
Oct. 11-18 
Oct. 12 
Oct. 12-18 
Oct. 18 
Oct. 19 
Oct. 19-26 
Oct. 20-26 
Oct. 23-Nov. 1 
Oct. 27 
Oct. 31 
Nov. 2-8 
Nov. 4 
Nov. 9-15 
Nov. 11 
Nov. 15-Dec. 31 


(DISPLAY WORLD will be glad to 
furnish the name and address of any of the 
sponsors of the above-mentioned events. 
Many of them make available free posters 
or other display material, as well as ideas 
for displays tying in with the occasion. 
Simply address your request to the Editor, 
DISPLAY WORLD, Cincinnati 1.) 


5-11 
5-11 
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Reference is made to your comments in the 
April issue in Editor's Comment in which 
you discuss the situation surrounding the 
training and availability of qualified display 
personnel. I found this particular commentary 
more interesting than usual and it reminded 
me of my own experience in breaking into 
the display field. 

Prior to World War II, I studied in the 
Design Department of the Maryland Institute 
of Art in Baltimore, Md. After the war I en- 
rolled in your own University of Cincinnati, 
College of Applied Arts, Design Department, 
and was graduted in 1949. Following that | 
was accepted as a student in the Ecole des 
Beaux Arts des Americaines, Fontainebleau, 
France, and spent the summer in Europe 
studying and traveling. I studied under Paul 
Fromentier, one of the leading display and 
poster artists in Europe. 


Upon my return to the states [I launched 
a program of locating a position in_ the 
display field. My wife and I traveled the 


East coast, from Florida to New York, and we 
talked with display managers and department 
store personnel managers by the score. 

From display managers, those who took the 
time to talk to us, we received nothing but 
contempt. The mere mention of possible em- 
ployment turned them pale in the face and they 
went scurrying off in the vast mysteries of 
the display department, without even giving 
me the courtesy of looking at my portfolio 


or my educational background and recom- 
mendations. We also visited commercial dis- 
play manufacturers and found even worse 


conditions. 

Finally, after a very disenchanting tour, | did 
stumble onto a job as display technician im the 
Virginia Museum of Fine Arts, in Richmond, 
Va., which | accepted, although the starting 
salary was only $35.00 per week. On this we 
were required to live in a fashionable part 
of town and entertain and dress according to 
our station as a member of the museum staff. 
We stayed there three years and we estimate 
it cost us about $5,000.00 of our own money 
to do so. 

After three years of experience in the mu- 
seum technique, which seemed to be the trend 
in display, I set forth, again, looking for a posi- 
tion in department store display. The same 
procedure ensued, only this time, after three 
years, I had been raised in pay to the stagger- 
ing amount of $50.00 a week. When this fact 
became known those in charge became practi- 
cally hysterical at the idea that I could 
possibly demand more salary than that, so the 
brush off was quick and final. 

At this time I| also visited, on the East 
coast, commercial designers, industrial design- 
ers, large manufacturers; anyone whom I 
thought might have use for display personnel. 
The results were the same no opening 
and no salaries. 

Finally, a friend of our families offered me 
a position as interior decorating consultant in 
the furniture department of this store, starting 


AUGUST, 1958 





This was the best 
offer | had had since graduation from college 


salary of $60.00 per week. 


knew nothing about interior 
accepted and we came _ back 
home, two sadder but wiser young people. 


and although | 
decorating, | 


| have been here six years and although | 
have the chance of doing some display work, 
| sincerely feel that had | known what a dis- 
enchanted land the display world was I would 
certainly never have spent four or six years 
preparing myself for it. 

| realize, fully, the tremendous part that dis- 
play plays in the merchandising business today, 
and I do that the now engaged 
in it should open their minds to new talent and 
that merchandisers should be willing to pay 
better salaries to newcomers in order to keep 
it a vital and exciting career for young people. 

l. L. Terrell, Interior Design Dept. Rock- 
ingham Milling Company, Elkton, Va. 


feel persons 


l agree with your Editor’s Comment in the 
April DISPLAY WORLD that “the quality 
of display deteriorates or improves over 
a relatively few years at various periods.” 
One important reason for the deterioration: 
low salaries, hours for skilled 
craftsmen. 

Other reasons: 


long highly 
so few apprentices for in- 
training periods; low cost budgets; constant 
turnover of display managers; interference 
by unqualified executives, etc. 
Solution, as you suggest: display schools 
over the country, not only the West. 
If you recall, in 1936-1940 I taught in the 
Broadway School of Display Arts; owned and 
operated the Central Display Schools, and 


all 





wrote the first d-splay curriculum for the 
New York State Board of Regents. There 
were several display schools then. The reason 
they don't exist today: high cost of oper- 
ation: guarantee to the Board of Education 
tor job placements, even though a student 
graduates with minimum marks; return ot 
tuition to students in the middle of the term 
if they to school: first 


year of operation always cons.d 


decide leave the 
red a total 
loss, due to operational expenses. 

My suggestions for a successful school 
three: (1) A display school subsidized 
the National Association of Display Industries 
or a group of Chamber of Commerce organ- 


are 


by 


izations to provide a building rent-free and 
support its functions for at least one year 
(All apprentices would be used by the 


(2) Scholarship grants t 
approved students. (3) Evening school classes 
three nights per week for a minimum of 100 
semester hours for 
by the Board of Education in each city. 

Samuel H. Rodvien, Forest Hills, L. L., N. Y. 


various stores. ) 


three years, sponsored 


Perma-Scene Available 
To Display Industry 

Perma-Scene, which was originally 
duced only for construction of model railroad 
scenes, is now being offered to the display 
industry. The material can 
molded or shaped with the hands to any con- 
tour. 

It is also light weight and fireproof. Both 
oil and water base paints work well with it. 
Permacraft Products, Inc., Painesville, Ohio, 
is the manufacturer. 


pro- 


be troweled. 








Paramir (A)—dramatic multi-color mirrors 
Parafiex (B)—silver & colored faceted sheets 
Mirror Decor—loose pieces in ail shapes 
Mosaic Glass Tesserae—Plastic Mirrors 








i " 


Your source for materials, mirror balls, 
and finished units to your specifications. 


— 


Parallel Mfg. Corp., Dept. K, 32 East 10 St., N.Y. 3, N.Y., Spring 7-8787 








LUMBER 


From a 1” x 2” furring strip 
to a 12” x 12” Timber. 





Masonite 
Celotex 
Mouldings 
Homasote 


Plywood 
Upson Board 








Cut to your specifications by one of New York’s 
LARGEST and most DIVERSIFIED Lumber Companies. 


FAST SERVICE e 


TULNOY « ram'eo! ine. 


17 Ridgewood Place 


There are more Special Items in this MODERN Lumber Yard than in any other in New York 


Brooklyn 27, N. Y. 
Glenmore 5-414] 
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REIS C. KASH — A TRIBUTE 


Reis C. Kash’s passing descended on the entire display profession with a shocking 
vengeance. We're still numb and can't as yet see the wretched consequences of his loss. 

lf you coined the phrase, “elevate the display profession and industry,’ so that it 
warrants equal recognition with the other sales promotion media, Reis Kash gave his life by 
continually putting this objective into action. 

Reis was unique in the publishing and advertising profession in that he never fell into 
the pitfall of Ivy League cliches . . . nor was he a dreary aggressive ‘live wire.’ 
He was a gentleman, period! He was blessed with a sensitive nature and a seemingly 
nerveless temperament. He was possessed with a never-failing sense of responsibility to every 
last man in the display profession. The trials, tribulations and gripes of a young apprentice 
displayman were no less important to him than those of the largest advertiser. 

In his quiet decent way he voiced all our hopes for a better future . . 
he called a spade a spade. 

Reis was the kind of guy who proved that good thinking and good writing was either easy 
or impossible. He made scholarship easy to take . . . with never tiring energy he dug up 
facts, figures, and trends, and then with gentleness tossed them to us with the sureness of oa 
marksman. 

He was a great editor because he was a great reporter. He had balance. 
hurt anyone, yet he never avoided truth nor compromised with error. 

He left a heritage not only to DISPLAY WORLD but to the entire profession. When a 
young man comes along who shows a fraction of Reis’ interest and dedication, lock him in o 
room with the last twenty years’ issues of DISPLAY WORLD and tell him to study Reis’ stuff. 
lf he's half the man Reis was twenty-three years ago when he started, then this young man 


. without offense, 


He never 


will come out a good reporter . . 





. and a gentleman! 
—Albert Bliss, Bliss Display Corporation, Long Island City |, N. Y. 
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MANNEQUINS 


BOUGHT — SOLD — RENTED 


RECONDITIONED MANNEQUINS 


LADIES ... CHILDREN’S ... MEN 


Hundreds to choose from... COMPLETELY 
REFINISHED ... LOOK ABSOLUTELY 
NEW! A terrific money saver. 





Write for Catalog. 


HERZBERG-ROBBINS, INC. 


110 W. 30th Street, New York 1, WN. Y. 
PEnn 6-3585 





Heide To Head 
Salescaster 

Warren G. Heide is the new president and 
general manager of Salescaster, Inc. of Forest 
Hills, N. Y. David H. Riley continues as 
vice-president and treasurer. 
supplies manufacturers and 
financial organizations with moving message 


Salescaster 


| displays here and abroad. 


Awning Firm Teams 
For “Patio Party” 

H. P. Wasson & Co., of Indianapolis, Ind., 
has teamed up with Koolvent Metal Awning 
Corp., Pittsburgh, Pa. for a summer-long 
“patio party.” 

The department store devoted all of its 19 
windows for several weeks to the display of 
summer furniture, outdoor grills and casual 
patio fashions, beginning with Decoration- 
Day, to get the benefit of the enormous traffic 
visiting its city for the famed 500-mile auto 
classic. Koolvent provided aluminum awnings 
free to complete the settings. Several awning 
canopies were installed inside the store to 
highlight the counters where summer clothes 
and accessories were on sale. 

Violin Planters 
Seen, Not Heard 

America’s only violin factory, John J. Cal- 
born Company, Columbus, Ohio, is produc- 
ing violins to be seen and not heard. The 
firm’s “Flowering Fiddle” planters conceal 
waterproofed canisters which can hold trail- 
ing vines, ivy or small flowering plants. 
They are finished in antique white and gold. 
Valuable Brochure 
By Advertising Council 

“How to Turn the Tide” is the title of a 
brochure being circulated by The Advertising 
Council. It tells how retail merchandising, 
display, advertising and selling techniques can 
help turn the tide of recession. Individual 


| copies are free from the Council, 25 West 45th 


street, New York 36. 


Hankscraft Adds 
New Display Motor 

A new battery-operated rotary display motor 
has been added by Hankscraft Co., Reedsburg, 
Wis. Designed to run in any position, it can 
be used for counter, wall or ceiling displays. 
It is permamently lubricated and 1s said to 
operate for two weeks on the power from two 
ordinary flashlight batteries. 


Folding Trellis 
Takes Less Space 

A new collapsible trellis is available from 
Comfort Products Company, Escondido. Calif. 
Called “Expando-Trellis,’ it comes with 
weather-resistant white or redwood finish and 
in three sizes. The advantage is that it folds 
into a small space for storage. 


Fiftieth Market Week 
—A Record 


Jack Cameron, Glenview, Ill, well-known 
throughout the country and representing sev- 
eral display lines, was present as usual at 
NADI Market Week. This ts the fiftieth 
display convention and market week that he 
has attended, and perhaps 1s a record. He is 
a past-president of the former International 
Association of Display Men and is in good 
health. 


Catalogue Available 
On Serva-Sel Line 

Frederic Weinberg Company, Philadelphia, 
announces a new catalogue containing a new 
series of garment racks, trolley merchandisers, 


chairs and counters. If interested, write for 
Serva-Sel Catalogue E9. 


Lamont A. Ware 
Rejoins Cohen 

Lamont A. (Monty) Ware has been re- 
appointed to the sales force of the Art R. 
Cohen Company, Pittsburgh, Pa. He is re- 
turning to the display field after several years 
in the real estate business in Florida. 
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Chicago Cardboard 
Takes New Name 

The Crescent Moon, identifying trademark 
of Chicago Cardboard Company, Chicago, for 
56 years, has led the firm to change its name 
to Crescent Cardboard Company. Operation 
will not be affected, Martin H. Degen, execu- 
tive vice-president, announced. 











The firm manufactures a complete line of | 


illustration, water color and mounting boards 
for commercial artists; mat boards for picture 
framers; poster and display boards for sign 
writers and display artists. 


Vierhellers Have 
New Baby Son 

Mr. and Mrs. Irv Vierheller are the proud 
parents of a new son, born June 22 at Winter 
Park, Fla. They have one other child. Grand- 
parents of the child are Mr. and Mrs. I. T. 
Vierheller. I. T. Vierheller was formerly 
president ot Garrison-Wagner Co., St. Louis. 


Mach Wins Boat 
In Display Contest 


Kk. A. Mach, display manager, Minneapolis 
Gas Company, won first prize, a 14-foot Chris- 
Craft boat, as result of his window display 
entry in a contest sponsored by the Caloric 
Corp. 

Wanamaker Displayman 
Joins Display Associates 

William Tourin, display director for John 
Wanamaker, Westchester, since its opening 
more than three years ago, has resigned and 
joined Display Associates, New York City, in 
partnership with Mike and Helen 
Woden. He will be a sales representative. 


(ohen 










Penn Metal Company 
Promotes Brown 

Maurice K. Brown is the new director and 
vice-president for sales of Penn Metal Com- 
pany, Inc., 














Penn Metal manufactures 
metal lath and plastering accessories, expanded 
metal and lght-steel structural sections. 


Joston. 


Institute Will Evaluate 
Speculative Presentation 

Highlight of the Point-ot-Purchase Adver- 
tising Institute's Atlantic City, 
N. J., October 15-17, will be a critical evalua- 
tion of the wide-spread industry practice of 
speculative presentation. 


meeting at 


A panel, including a 
national advertiser with a large point-of-pur- 
chase appropriation, an advertising agency 
executive, a manufacturer of point-of-purchase 
material and an experienced free-lance point- 
of-purchase designer, will lead the discussion 
of this controversial subject. 














Texas TV Station 
Wants Material 

KUHT, Cullen boulevard, Houston, Texas, 
is interested in receiving information and cata- 
logues on display material that can be adapt- 
able for use in making up displays for “live” 
TV commercials. 

George Collins, art director for the station, 
says that KUHT has become a consulting 
center for TV _ stations and theatres in its 
area and that it feels responsible for keeping 
up with the latest developments in the display 


field. 
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CRESCENT DISPLAY BLANKS are 
double-sided to do twice as good a selling job. 
And that’s just half the story. They've a 
superior finish on both sides that gives top 
results whether you work with pen and ink, 
brush, screening or printing. Choose from a 


QUALITY 
CARDBOARD 


wide assortment of colors. 


CRESCENT CARDBOARD CO. 


formerly Chicago Cardboard Co 
1240 N. Homan Ave., Chicago 5l, Ill. 










































10921 BRIGGS ROAD 


BEST WONDER SPOTLIGHTS 


Throws a concentrated beam of light on interior displays, 
store window displays, signs and wherever good light is 
needed. Has fine Fresnei Giass Lens, highly polished 
reflector, asbestos cord, universal mounting bracket, gela- 
tin color holder and 3 assorted gelatin colors. Biack 
wrinkle finish. Adaptable to BEST manual or automatic 
color wheel. 


Best Wonder 
SPOTLIGHTS, each. $10.75 
1000 WATT 
MODEL, each..... $14.50 

Prices Do Not 

Include Buib 

ALSO 

BEST automatic Color Wheels 


BEST Pee Wee SPOTLIGHT 
Display Lighting Accessories 


Write For Literature 


The BEST DEVICES << 


CLEVELAND 11, OHIO 











BOX 35 





SHOULDER COVERS 


Vinylite window-clear — vinyl — polythene. 


Price list & samples on request. 
JOBBERS ONLY 


CORONET MFG. CO. 


YARDVILLE, N. J. 


AUTOMATIC WOOD TURNINGS 
All Types of Finishing 
Dowels and Balls in Stock 


H. ARNOLD WOOD TURNING CO. 
363 Union Avenue, Brooklyn 11, N. Y. 
STagg 2-5693 
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HANae 


o> i900 


hee Hangers 
in 
HIGH IMPACT PLASTIC 


(practically indestructible) 


@ All rust-resistant metal parts 


@ All-ways correctly styled 


and sturdily constructed 


Send for illustrated brochure 


Barney Stempler & Sons, Inc. 


(Now Located At) 
1357 ATLANTIC AVENUE 
BROOKLYN, N. Y. 
Telephone: HYacinth 3-2345 








FLORIDA 


LEAF & FERN COMPANY 


Sanford, Florida 


BLEACHERS and PROCESSORS 
OF TRANSPARENT OAK 


OAK 


FOR THE 
DISPLAY SUPPLY HOUSE 


Get our free samples 


STUDY 
WINDOW DISPLAY 
AT HOME 


Easy Home Study course showing 
how to do every phase of window 
display work. Merchants, display 
men, women and beginners will 
find this course the finest of its 
kind. School founded in 1905. 

Reduced Summer rates 

now in effect. 


Write for literature 


THE KOESTER SCHOOL 


3710-12 N. Cicero Ave., Chicago 41, Ill. 





CHICAGO WINDOWS 
TEMPT TOURISTS 


[Continued from page 35] 


“Fashion On the Go ... So Right in 
White,” was the title of another Goldblatt’s 
series (not illustrated). American Airlines 
travel posters placed in a white trame tower 
at the left of a white bench were the color 
spots of each window in the series. Manne- 
quins all dressed in white were seated or 
standing near the bench. White luggage and 
accessories were displayed beneath the travel 
posters at the left. The five windows pro- 
moted skirts and blouses, dresses, playclothes 
and costs: all were white. 

Another Goldblatt’s series of four windows 
(not illustrated) was called, “Breeze through 
Summer in Cloud-Like Loveliness.” It fea-- 
tured airy summer dresses in a garden setting 
of grass and plants. 

G. C. Bowen, display director of Lytton’s, 
focused his summer fashion spotlight on the 
sweet girl graduate with a “Party Pink Par- 
fait” series. At the front of his window, 
a pink plume supported a tassled mortarboard 
and an unrolled diploma. Bowen furthered 
ivy-covered halls atmosphere by placing 
three classic architectural columms across 
the back of the display. These white board 
cutouts cast their outlines on the wall behind. 

Two teenage mannequins were posed de- 
murely in this scholarly atmosphere. They 
looked more festive than scholarly, though, 
dressed in full-skirted pink dresses. White 
gloves, flowered and ribbon headbands and 
pink shoes and purses completed the young 
ladies’ outfits. Additional accessories were 
displayed on a shelf at the front of the 
window. 

Miss Virginia Paxson and her staff at 
Marshall Field and Company used a display 
that filled the huge State-Washington corner 
window with setting from one side to the 
other. “Hibiscus Pink,” was the title of 
display. It centered around a 
pale blue wooden boat dock which rose out 
of the floor on piers. Sand in two tones 
of blue covered the floor, one tone in- 
dicating water, the other, beach. Hanging 
Spanish moss and reeds were placed gener- 
ously all over the window with a tree 
trunk uprooted at one side. The setting 
so completely hid the walls and ceiling of 
the window that it looked almost real. Two 
electric tans hidden in the window made 
the hanging moss and apricot chiffon fash- 
ions seem to blow in the breeze furthering 
the setting’s credibility. 

Five mannequins, on the dock and the 
beach, were sculptured especially for Field's 
with faces and actions worked out by Miss 
Paxson. They all wore dark brown wigs 
in order to look like the same person. The 
sign read, “Hibiscus Pink blossoming out for 
a warm summer evening, our mobile, flowing 
chiffons.” 

From the toregoing practically wild out- 
door setting, “The Big City Blacks,” sophis- 
ticated series of four windows was almost 
a shock. Elegant black dresses on two 
mannequins stood on a white floor where 
rich green and blue theater gelatins of 
varying sizes had been carefully placed. 
Black klieg lights stood from the floor on 
black stands and hung from the ceiling by 
black pipes. Vertical background paintings 
and a director's chair completed the theater 


the single 


setting. The window's sign was lettered 
on the back of the director's chair. 

Another Miss Paxson-and-staff corner 
window creation (not illustrated) was a real 
traffic-stopper. Used in Field's State-Ran- 
dolph window, it filled the window with 
setting as did the “Hibiscus Pink” display 
pictured. Five white 4 by 10-toot fiberboard 
panels were lined up across the rear of the 
setting. They were “painted” with sand in 
ghostlike forms resembling the heads ot 
Lil Abner’s schmoos. Their eyes were large 
and white against the brown sand. Each 
appeared to be looking in a different 
direction. The sand “painting” was ac- 
complished by first painting the designs in 
glue and then sprinkling sand on. The 
designs were carried around the edges of 
each panel. Black wires formed the noses 
and mouths of the ghosts. 

Nine mannequins 1n the latest beach attire 
stood and sat on the sand floor. Brown 
driftwood completed the all-brown setting 
that accented the colored beachwear. The 
display was entitled, “SEE .. . there is 
something new under the sun.” It was 
every bit as new and eye-catching as the 
fashions — an example of complete visual 
and emotional tie-in with the merchandise 
Cohen Company Enters 
Twenty-Fifth Year 

July marks the twenty-fifth anniversary of 
the Art R. Cohen Co., Pittsburgh, where it 
was founded by the late Art R. Cohen in 1933. 
In that year, at the age of 24 he took over the 
display fixture stock of McKenna Brass & 
Mfg. Co., a pioneer fixture manufacturing 
company which was liquidating its business. 

The company grew rapidly and was com- 
pelled to move to larger quarters several times 
until in 1940, it moved to its present location 
at 810 Penn avenue, an eight-story building, 
four floors of which are devoted to ofhces and 
showrooms and the other floors for manu- 
facturing and stock. 

In 1944, the founder's brothers, William and 
I. W., were made partners and later Oscar, 
another brother, was admitted to partnership 
on his return from military service in World 
War II. Arthur’s son. Stanley G. Cohen, was 
graduated from the University of Miami in 
1956, did his stretch in the military service, 
then joined the company in February, 1958, 
as a partner. 

Upon the untimely death of Art R. Cohen 1n 
April the partnership was dissolved and a 
corporation formed under the original name 
with William as president. He is known as 
sill to the trade and will assume the manage- 
ment of the business in addition to serving the 
trade in the territory he covered so well for 
sO many years. 

The other officers of the corporation will be 
Mrs. Art R. Cohen, Stanley G. Cohen, lL. W. 
Cohen and Oscar R. Cohen. 

The company will continue to feature all the 
newest and finest in display equipment, ma- 
terials and accessories and will continue to 
represent the leading display houses, being 
known for its operation of a complete display 
supply source. 

The sales staff will consist of Charles E. 
Lipsman, Lamont A. Ware, W. E. Gaither, 
Jr., Irving Tannowitz and Harry C. Seiler, 
the latter also manager of the artificial flower 
department. 
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Dunay Joins 
Neiman-Marcus 


David Dunay, New Rochelle, N. Y., has 
been appointed director of display by Neiman- 
Marcus Co., Dallas, Texas., succeeding Mr. 
and Mrs. Guy Malloy, who retired recenily. 

Formerly display and packaging director of 
Allied Purchasing Corp., New York, Dunay 
also has been display director of Rich's, Inc., 
and senior display decorator for Lord & Taylor. 


—__ 


Radio Broadcast 
Praises Display Field 


A nationwide tribute to the exhibit and 
display held was featured in “America on the 
Go” by Alex Dreier on NBC Radio Sunday, 
June 29. Speaking of displaying and ex- 
hibiting goods in general, Dreier commented 
that it has really come into its own after 
World War II and has grown to gargantuan 
proportions. “No request is too big or to 
small tor the . . . specialists, who can 
assemble 100,000 pink pins on a moment's 
notice or trot in an Indian elephant, 
they think it might be a better attention 
getter,” he = said. 

It is a major advertising medium that 
moves goods and effects the expenditure of 
millions of dollars that otherwise might 
stay nestled snug and warm in the pocket 
of buyers.” 

Dreier said that no one knows how o1 
why the business grew, but he says that 
perhaps “new methods, new ideas and a 
fresh approach” are contributing tactors 
“And certainly the bright-eved idea man 
behind the displays had much to do with it.” 
But whatever the reason, Dreier stresses, 
the displayman has a wide choice in the 
kind of display he thinks will best move 
his goods as expeditiously as possible 

The speaker concludes that “this is the 
field for the man with the unbridled imag: 
nation, who knows people and knows what 
they are interested in. And perhaps it is 
because people are such an integral part 
of the success or failure of this specialty 
that it is such a challenging and interesting 
field. 

The program was sponsored by North 
American Van Lines, Inc, Fort Wayne, Ind. 
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New! YOU CAN'T FAIL TO ATTRACT ATTENTION 





with This Sensational 
REVOLVING 


COLOR CHANGES 
60 EVERY MINUTE 



















PERF 
pe nae Mea INTERIOR, WINDOow 
and any imaginative DISPLay 








This lantern is 
fascinating to watch... 
e@ tremendous selling AID! 


A rainbow of beacons continuously revolves flash- 
ing its attractive aura. The only limit to its uses is 
your own imagination! Lantern mounts easily by 
its hanging bracket. 10” high, 6” dia. Built like a fine 
watch for years of fool-proof operation. Weather- 


Don't Wait! Get the FACTS! °° 












PENNANTS 


‘x 12"; choice of Red, Blue or 
Green Felt. Lettering screened in 


bright Yellow. “Back 
to School" or "Back $ 95 
to College” DOZ 








Also in stock for Imm. Del.—All 
Major Colleges Regulation Pen- 


nants $11.50 doz. 


Women's College 
IE oi edhe on $13.20 doz. 


DUPLEX DISPLAY & 
MFG. CO. 
916 Arch St. E Phila., Pa. 
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Excellent replacements that come in 36 new stylings 
and are guaranteed io fit perfectly. Write for 

















the brochure on 12'/2 Ib. Plastic Manikins, too! 





























FLAIR essre MANIKINS 


15 W. 18th STREET NEW YORK CITY 



































CARDBOARD CUT-OUT LETTERS FLAMEPROOFING 


; . : FABRICS D PAPERS 
Redikut Letters for Exhibits, Posters, Signs, Dis- one Anse ncmconebacn 


plays, etc. Available in nine popular sizes, nine GIANT 16 oz. $] 89 
can 5 


standord colors and also the uncolored letters. 
INDUSTRIES INC. 
[Fiiien]] 1211 East Fayette St., Box 122 


Syracuse, New York 
Write for litereture 

























Write for samples, brochure and prices. 


THE REDIKUT LETTER COMPANY 


185 North Prairie Ave. Hawthorne. California 












ewelry Stores Must Modernize 


By CHARLES S$. TELCHIN 


Telchin & Campanella, New York City 


In order to retain or regain confidence of customers, jewelers 


must take new stock of themselves and their stores ... Particular 


stress should be made upon improvement of window and in- 


terior display methods . . . Correct lighting for jewelry men- 


tioned . . . Modern store fronts create lasting impressions... . 


’ 


HIS will 


for America’s jewelers. 


be a year of major decisions 
All the trends 
that have so drastically changed re- 
World War Il 
We'll have more shopping 
selling, more 


tailing since seem bound to 
become stronger. 
centers, more 
discount houses, more competition trom out- 
Faced with such a 


today s 


he use-t y—hi use 


like drugstores. 


siders 
challenge from so many sources, 
jeweler must act decisively to preserve his 
Rest assured ot 


tor | ne. 


position in the community. 
one thing: no one can stand still 
The alternative to going forward is slipping 
backward. 

I will explore with you two ways 
increase sales and 
time, strengthen 


Today 
in which jewelers can 
profits and, at the same 
your position. First, how can you increase 
the effectiveness of your displays on the 
interior as well as in your show windows: 
Second, what can modernization accomplish 
Your store is a giant display case 
for all of your merchandise. Your sales 
will rise or fall in direct ratio to the 
appearance of your displays and the design 
of your store. 


{i r you ? 


Let’s start answering these questions by 
reviewing the jewelers special problems so 
that we can set up the correct goals tor 
store displays and modernization. The 
jewelers fundamental problem is to re- 
capture his position of trust in his com- 
munity. At one time, the jeweler was the 
most esteemed merchant in town. Like a 
doctor or lawyer, this jeweler would never 
compromise his high standard of ethics. 
With such prestige, this jeweler was sought 
out by his customers for all their jewelry 
requirements. Everyone relied on his advice. 
He set the taste standards for his com- 
munity. 

What undermined the jeweler’s position 
of trust? Ruthless competition from the 
sources I mentioned at the start—the dis- 
count house, the shopping centers, and so 
forth. They cut into the jeweler’s sales. 
But more important is the fact that 
many jewelers—far, far too many — got 
panicky at this invasion and made a tre- 
mendous mistake. They adopted the tactics 
of the opposition. They became volume 
operators. They went overboard for the 
quick and flashy deal. They published mis- 
leading advertising. They ballyhooed credit 
as an end instead of a means. 

A recent survey indicates that jewelers 
generally have lost their standing in their 
communities. It is the jeweler’s job in 
1958 to regain that confidence. This must 
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start with the jeweler himself. He must 
realize that he sells valued, luxury merchan- 
dise, not hotcakes. He must return to his 
business a high standard of moral conduct. 
To do this properly, the jeweler must have 
with a distinguished personality. 
The store, itself, must be a prestige symbol. 
In a well-designed jewelry store, the cus- 
tomer is confident that he will be shown 
merchandise properly priced. The 
name of such a jewelry store on a gift box 
will give added value to any item. 

A distinctive store personality can be 
created by two factors: good display, and a 
modernization program. With- 
out good display, a jewelry store is nothing 
but a warehouse, and a dull one at that. 
Psychologists tell us that about 85 per cent 
of our impressions come through our eyes. 
3ut how dull these impressions are in 
many jewelry stores! You can learn a good 
observing how chain stores use 
display. Even five and tens are spending 
more and more thought and money tor 
imaginative displays 

Let’s start with the show windows. Your 
window displays tell your story. Like the 
store front your window displays are your 
magnets to pull the customers inside. Did 
you know that a potential customer can 
pass the average store in three seconds? 
One—two—three: that’s all the time you 
have to attract his attention to your win- 
dows. 

What can you 


a store 


good 


successful 


lesson by 


do? Well, first, you can 
start by paying attention to your house- 
cleaning chores. Make sure your windows 
are clean, that your price tags are neat, 
that your bulbs are all in working order. 
This sounds obvious, but believe me, I’ve 
seen dozens of jewelry window displays that 
needed soap and water. 

Second, change your displays frequently. 
People who get used to seeing watches in 
one corner of your window will soon stop 
looking at your store altogether. At night, 
when you pull out the diamonds and ex- 
pensive watches, instead of leaving gaping 
holes in your windows, fill the gaps with 
holloware, silverware or an attractive poster 
sign. Give up the thought that you have 
to stuff your windows with merchandise. 
Instead, work around a theme: Mother's 
Day, graduation, weddings, birthdays, Christ- 
mas, Easter, etc. Display only enough 
merchandise to bring your theme to life. 
You'll find more people will stop and look 
and open the door. Tiffany does this so 
well that an entire window may be devoted 


to background props that highlight a single 
You don't 
your imagination is 


object, such as a diamond. have 
Tiffany's money, but 
and that’s what really counts. 
member this; variety, flexibility, and ap- 
propriateness are more important than ex. 
pensive materials 

Use eye-catching 
motion, or 
turntables. 
pensive. 


tree, Re- 


tricks like 
three-dimensional 


pendulum 
Cutouts, or 
Displays don't have to be ex- 
Colored cardboard can go a long 
way if used with imagination. If you need 
help, the professional display man is worth 
more than his fee. 

Displays should not stop at the entrance 
door. Your interior must be as well planned 
as your windows. Properly  dis- 
played merchandise will help you ring up 
For instance, several well-placed 
featured displays will help lead your cus- 
tomers throughout your entire store. And 
youll find that open, table-top displays will 
increase impulse buying. 
customer likes to come across an item she 
didn't plan on buying, and then to give in to 
the impulse to buy it. Impulse buying im- 
proves when the customer its able to pick 
up, teel and examine the 
close range. 


store 


sales. 


Psychologically, a 


merchandise at 


windows and 
interiors, you must have appropriate lighting. 
Properly planned lighting systems 
account for halt of a display’s impact, 
according to Gene Moore, the director of 
display tor Tiffany. Incandescent is best 
for diamonds and gold jewelry, as well as 
for general lighting. Cold cathode tubing 
can be bent to any shape and has the 
further advantage of long life. Each type 
of light source has its own advantages and 
disadvantages. For example, fluorescent 
alone should not be used for diamonds—it 
will make them flat and lusterless. But 
fluorescent and incandescent lamps together 
will make the diamonds sparkle! High- 
light your feature displays with adjustable 
spotlights to truly make them stand out! 

Cove lighting, which conceals the lamps, 
is becoming more and more popular. So is 
shelf lighting, which illuminates the mer- 
chandise on each shelf separately. For most 
effective results your displays should be the 
brightest on your block. 

Color is another important element in 
display as well as in store modernization. 
A pint or quart of paint of the proper color 
can make all the difference between an eye- 
appealing display and one that is a dud. 
In general, the elements of good color com- 
position, contrast and simplicity, must be 
carefully thought out to insure the success 
of your color scheme. 

Even in an old fashioned, badly planned 
store, these display techniques will increase 
your volume. But to do a real selling job 
in 1958, you need a modernized store, the 
most important factor in today’s retail 


[Please turn to page 60] 


For all displays, in show 


alone 
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By LLOYD L. BUZAN 


Men's Wear Displaymen and 
Retailers have asked for it! 


Finally the insistent demand by displaymen and retailers has 
been answered by this new book on the preparation and handling 
of men’s wear for display by a noted authority on the subject, 
who has spent a lifetime in this work. 

Here is a book that will pay for itself over and over again by 
increasing sales from your men’s wear displays. By following its 
step-by-step photographs and instructions you can give your dis- 
plays that crisp, professional look that makes your merchandise 
stand out at its very finest — and this definitely means more sales. 

Every phase of forming and rigging men’s wear for display is 
answered in easy-to-understand instructions and photographs. 
Whether it’s dress shirts, sport shirts, clothing, in fact, everything 
from hats to shoes, you will find detailed instructions for their 
preparation for the final display setup. 

The displayman will find the book of great practical value 
and at the same time the store owner and beginner will find 
this book an absolute necessity. Completely illustrated, step-by- 
step photos and instructions, simple to follow. 


With the aid of this book anyone can learn to handie 
men's wear like the famous men's stores 


106 PAGES— 
Over 300 Illustrations 


Size 9 x 12 inches 
Heavy Cloth Bound Cover 
Plastic Bound To Open Fiat For Easy Use 


price $10.00 postraw 


Now Ready For Immediate Delivery 





HOW 10 get top 


MEN'S WEAR 
DISPLAYS! 


This new book shows you how to rig and form 
men's wear apparel professionally and expertly 


and FORMING 
Men's Wear for Display 






















COVERS ALL ITEMS 


Tools used in rigging; forming dress shirts; hand iron- 
ing; shirt forming; construction of bib for shirt form; 
boarding dress shirts; other styles of boarding; construction 
of pointed boards; tying neckties; full Windsor knot; half 
Windsor knot with double dimple; half Windsor knot with 
single dimple; rigging neckties; equipment; decorative 
use; toppings for forms; sport shirts, short sleeves; forming 
and boarding; grooming shoes; grooming hats; slacks; 
folding and laying; on T tops; sweaters and jackets; sleeve- 
less sweaters on forms; long sleeve sweaters on forms; long 
sleeve sweaters on boards; waist-length jackets on forms; 
underwear, shirts and shorts; on three-quarter mannequin; 
robes; over pajamas on three-quarter mannequin; draping 
robes; coat forming; construction of sleeve pads; how to 
fold handkerchiefs; coat forming; how to fold a coat for 
laying; topcoats; laying; draping for one-side view; drap- 
ing for two-side view; draping on shoulder and arm form; 
hanging; rigged half-shell over coat on form; combination 
displayer for suits, sports coats and slacks, topcoats and rain- 
coats; suits on mannequins; topcoats on mannequins; half- 
shell over a suit; wearing full coat; mannequin carrying 
topcoat; rosette with handkerchief and leveling board; 
forming rosette; construction of leveling board; turntable— 
all shown with step-by-step photographs and simple, easy-to- 
follow instructions. 
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Order Your Copy NOW! 








DISPLAY WORLD, Cincinnati 1, Ohio 


[] Please send me postpaid a copy of RIGGING AND FORM.- 
ING MEN’S WEAR, for which $10.00 is enclosed. 

[] Please send me a copy of RIGGING AND FORMING 
MEN’S WEAR and enter or extend my subscription to 
DISPLAY WORLD for one year, for which $14.00 is en- 
closed, a cash saving of $1.00. (All foreign combination 
orders, except Canada, $1.00 additional.) 
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MANHATTAN DISPLAYS 
PROCLAIM SUMMER 


[Continued from page 23] 


sand. <A 
large red beach towel was spread near the 
front of the “F” structure. 
propped against the 
frame, with the script reading “Dear B-- This 
best summer --” and ending with “Wish 
here.” The backwall 
“Echos of 


Colony s 


over it ot fine red 


' 
hy ? : , 
Witt patte Tlis 


center or the set in 


A huge postcard was 


is the 


you were Was 


grey. 
hrecracker cK lors 
crackling 


Caption read, 
bathing 


showiest suits of the season!” 


seen in Young 
beauties for the 
arranged in the 
first, standing to the left, wore 

blue plaid suit with red 
and white bracelets, white and a red 
bag. She held a bottle of coke. The second 


lying on 


Three mannequins were 


ing. lhe 


red. white. and 


shoes, 


the beach towel, wore a 
white suit details of red and oft 
Her face was covered by a white hat. 


mannequin, 
with navy 
Brace- 
were on both her 
bottle of 
The third figure wore a blue suit with a white 


arms, 


hand. 


lets mm blue shades 


she held a lotion in her 


and white wig. and a red. white, and blue 


was tied on wig. one 


the pigtail to the 
blue bracelets. 


\ large seashell Was OI the floor front be- 


) 
side a small card that read “Elizabeth Arden’s 


beach 
floor. 
hats - 


Beauty-in-a-Beach Hat.” Two of the 


hats with blue ribbons lay open on the 


{ osmetics contents of the beach 
completed the set. 

windows at 
Callahan 


For romance, one series ot 


Saks-Fifth 
is the display director, had dreamy summer set- 
swung the full 
Overhead 


Avenue, where Henry F. 


tings with large hammocks 


width of the window areas were 
hangings of Spanish moss and the floors were 
The backw alls 


with painted white clouds. A 
was in each hammock. 


covered in peat moss. were 


in grey mati- 
nequil 

In the one pictured the mannequin 
sleeping, her head on a white pillow, while 
near her feet lay a bunch of white stock. But- 
terflies hovered around the stock and in the 
moss overhead. The mannequin’s pink shoes 
were kicked off on the moss below the ham- 


Was 
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mock and lay near a book that was opened 
and laid face down. The caption read: “‘So 
this winged hour is dropt to us from above’ — 
The Fifth 
Floor Dress Collections.” 

The romantic frock 
in white swiss appliqued with a butterfly de- 
sign of pink and lace. 


Rosetti. Romantics, from our 


mannequin wore the 
She had pearl brace- 
lets on one 
the same 


arm. 
arm. 


A white sweater lay over 


For something different in hosiery display, 


John Foley, display manager for Macy's, hung 


trom brass rings to a 
brass cafe curtain rod across the back of one 
of his small windows. Caption read “Nylons 
to meet your rising hemline in every beautiful 


vari-hued stockings 


color.” 
The 


and 


floor and 


two 


wall were in pale green, 
butterflies of blue and 
blue plastic with sequins on their wings were 
fastened against the 
curtain The 


large wire 
wall above the hosiery 


hosiery ranged from apricot 


—At upper left, by Louis Villela, Altman's 
Lower center, by Gene Moore, Tiffany— 


tones to deep brown to hight to dark and 


ended with apricot again. 

displayers were set on the 
window floor in front of the curtain, each one 
with a grouping of different toned hosiery. The 


Three hosiery 


first group, to the left, was in brown shades 
The center group had apricot tones, and the 
third ranged from light to dark. A third wire 
and plastic butterfly was on the window floor 
near the first displayer. 

A dramatic 


setting at Milgrim’s conveyed 


a romance of a different sort. The floor was 
carpeted in black and the wall was in a char- 
coal. Joe Miller, the director, ar- 
ranged green similax vines to frame the set. 
A white copy card, bearing the legend “For 
fun under the sun—,” lay centered toward 
the floor front in front of the two mannequins. 


display 


Each mannequin wore a striking black and 
white print skirt with a_ black and 
each carried a huge Japanese parasol with a 
bamboo handle. 


blouse. 


The first mannequin, to the 
left, had a pink parasol, and she wore white 
flowers in her hair. The second mannequin 
wore pearl earrings. Her parasol was off- 
white. Both mannequins had white flowers 
fastened to their feet. 

Two black straw bags were 
the green vine ends at the left 
window to complete the display. 


placed near 
side of the 


At Gimbels, there was a wedding party in 


the huge corner window —complete with 
champagne, and a recipe for wedding punch 
for 20 measure. 
The display director, Luke Maletich, used a 
shade of apricot for the floor and step-like 
Arches covered with dried foliage 
in green and orangy tones were set near the 


backwall, which was the color of champagne. 


guests thrown in for good 


platforms. 


At either end of the window, one facing each 
street, was a punch table with a fine white 
cloth over it, and on each was placed a large 
silver punch bow! on a silver tray surrounded 
by punch cups. Several bottles of champagne 
were set on each table around the tray. Beside 
each table was a large book-shaped card read- 
ing “Great Western Wedding Punch —” fol- 
lowed by the recipe 

Copy for the window read “And the bride 
The bride in formal 


white 


white with 
facing the 


Her attendants 


wore <--. 


veil and a bouquet stood 
Broadway end of the window 
were arranged as though moving in that di- 
rection over the varying heights of the steps 
All the attendants 
apricot 
quets. 


were dressed in orangy- 


toned satin. with harmonizing bou- 
Near the 33rd street side of the window was 
one mannequin wearing a street length dress of 


With it she 


and a blond mink cape 


champagne colored satin. wore 


white shoes, pearls, 


Local Cotton Week Contest 
Won By Staines 


First place in a local Cotton Week display 
contest held in El Paso, Texas, was won 
by Richard Staines, display director of The 
White House. In a special Cotton Week 
television WROD-TYV he re- 
ceived a handsome gold cup on behalf of the 
store. Staines joined The White House 
just a few weeks ago after serving for 
many years in a similar capacity with Van- 
dever's, Tulsa. 


program on 


DISPLAY WORLD 
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Sol Fisher, Fisher Display Service, Chi- 


cago, was elected president of the new 
National Display Installation Association 
tormed in Chicago at a meeting of 179 
delegates from all over the country. The 


major effort during the three day meeting 
was devoted to the formation of a code 
of fair competition for the installation indus- 
try, to be presented to the National Recovery 
Administration. Other officers elected were 
vice-president, Albert Basse, Ban Man Dis- 
play Service, Boston; secretary, Walter G. 
Vosler, Cincinnati Display Service, Cin- 
cinnati, and treasurer, Howard J. Cox, Acme 
Window Display Service, New York City. 
The board of directors was formed by the 
ofhcers and two elected directors; these 
latter were Fred L. Wertz, Window Ad- 
vertising, Inc., New York City, and Orvill 
M. Riechers, Riechers Display Service, St. 
Louis. Nathan Silverblatt, manager of DIS- 
PLAY WORLD, was appointed executive 
secretary by the board. At the final meeting 
of the group Silverblatt and Fisher were 
presented with a chest ot silver and an 
ivory antique, respectively, in appreciation 
for their efforts on behalf of the convention 
and the association. 

Fred Schmehl joined the L. J. Charrot 
Company, New York City, as rep- 
resentative in the New England, mid-West, 
and Southern territory. 


sales 


Prizes in a national window display con- 


test tor Catalina swim suits were awarded 
as follows: first, $50, George H. Wagner, 
The Golden Rule. St. Paul: second, $35, 


Kenneth W. Duncan, E. W. Edwards Com- 
pany, Buffalo; third, E. M. Parrott, Plymouth 
Clothing Company, St. Joseph, Mo. 
Displaymen of N. Y., held a 
display club meeting. Floyd 
A. Davison, Clark Hardware Company, was 


Jamestown, 
organization 


elected president. 
These men were elected officers of the 
Pacific Coast Association of Display Men 


at their annual convention in Seattle; presi- 
dent, R. E. McWain, J. C. Penney Com- 
pany, Seattle: first vice-president, Paul 
Durand, Olds, Wortman & King, Portland: 
second vice-president, J. G. McBain, Living- 


ston’s, San Francisco; third vice-president, 
Emil S. Swenson, The Palace, Spokane; 
secretary-treasurer, F. E. McBain, Living- 
ston's Seattle. The convention delegates 


prepared and adopted a display code, which 
was forwarded to NRA Bureau in Washing- 
ton. Among the provisions of the 
were these: a displayman should receive 
not less than $40 per week, and a display 
managers compensation for the same period 
of time should be not less than $5). 


code 


One hundred and fifty displaymen in the 


Chicago area attended a meeting of the 
Chicago Display Club to discuss the ac- 
tivities of “a so-called window trimmers’ 


union.” After listening to a lengthy talk 
by an official of this union the group went on 
approving the principle of 


record as col- 
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lective 


bargaining, but that it wanted no 
part of a union for displaymen. 
AUGUST, 1948 
Richard Kester resigned as display di- 
rector of Rothschild’s, Kansas City, Mo., 
and joined the Herpolsheimer Company, 
Grand Rapids, in the same capacity. He 


William D. Auld, resigned. 
Henry Breare, display manager 
for J. M. High Company, Atlanta, died as 
the result of a fall suffered several 
weeks earlier. 

Formerly with Sterling 


succeeded 


George 
severe 


Display Studios, 


Pittsburgh, Stanley J. Gladowski became 
display director for The White House, 
El Paso. 

After six years as display director for 


Stix, Baer & Fuller, St. Louis, Syl Rieser 
resigned in order to open his own firm as 


store and display consultant. His successor 


was Howard Backer, who had been first 
assistant. 
Ray Dowling, recently with Oppenheim 


Collins, Buffalo, joined the display staff of 
(,oodwin’s, a firm operating stores in Brook- 
lyn and on Long Island. 

E. S. Cox, of the display firm of Wilken 
& Jones Pty. Ltd.. Sydney, Australia, ar- 
rived in the United States for an extended 
business visit in this country and England. 

Plans by the National Association of Dis- 
play Directors for a display clinic in Genoa 
City, Wis., during September were cancelled 


as the result of a lack of interest on the 
part of displaymen. 

Among the speakers to appear on the 
four-day program of the Vermont Store 


Modernization clinic, held in Burlington, 
was W. Arthur Gray, display director for 
Lansburgh & Brother, Washington, D. C. 

Raymond Smith was appointed 
manager for Lichtenstein’s, Corpus Christi, 
Texas. He had been with E. S. 
Galveston. 

Robert Peters was appointed display man- 
ager for the Stearn Company, Cleveland, an 
afhliate of Lane Bryant, Inc. He had been 


display 


Levys, 


associated with the latter company as as- 
sistant display manager ot the New York 
City store. 

Madigan’s, Chicago, announced the ap- 


pointment of Jack H. Schmidt as assistant 
display manager. John Nugent was in charge 
ot the department. 

First prize in the “Samsonite” 
display contest was won by George Allen, 
display director of Castner-Knott Company, 
Nashville. He received an expense-paid trip 
to Sun Valley. 


luggage 


Flower Displayer 
ls Introduced 

A new and highly flexible merchandiser 
tor showing flowers and plants of all kinds 
has been developed by the L. A. Darling 
Company, Bronson, Mich. The umit occupies 
only 30 by 60 inches of floor yet 
provides almost four times that amount in 
display area. The metal frame is finished 
in chrome. Plastic rust-proof trays in green 
have ample depth to prevent spilling of soil 
or water, and are arranged to permit mer- 
chandising on both sides of the unit. The 
displayer is described in detail in Bulletin 
No. 802, while similar units for showing all 
types of merchandise are shown in catalogue 
No. 390. Both will be sent free on request. 


space, 






































DECORATOR ~ 
WALL PAPERS 
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designed for display use. | 
Decorator motifs. 
Coordinated display props 


and papers. 
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155 Waverly Place, New York 14, N. Y. 
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FINE 
MANNEQUINS 


We carry a large stock of the 
finest mannequins made. Male, fe- 
male and children in various poses. 
Second-hand but as good as new. 


FOR SALE OR RENT 
At Reasonable Prices 


We also have all types of 
mechanical displays 











































































































Metropolitan Mechanical 
Display Co. 


50 WEST 22ND STREET 
NEW YORK 10, N. Y. 


























































































AMERICA’S 
FOREMOST SUPPLIERS OF 
ART SIGN MATERIALS 








































































FREE catalog-write Dept. DW-8 


DICK BLICK CO. Fn. 

































OIL PAPERS 


BASE METAL — PUFFING FOIL 





ALL COLORS 


ALUFOIL PRODUCTS CO., INC. 


15 FERRY ST., N. Y. 38, N. Y. 











® 1 gpm at 1 foot 


Designed as a compact, low cost, quality pump, espe- 
cially suited for making animated displays with water, 
fountains, soap, beer, wine, etc. Its tripod base has 
exceptional stability. 47 other sizes. 


EASY INDUSTRIES 


210 N. RACINE AVENUE e CHICAGO 7 


TICKET HOLDERS 


Molded of 
CLEAR PLASTIC 


Pyramid Ticket Holder perfect 
for smal! point of sale pricing. 





—— 


—— 


Complete the picture of ultra-smartness created 
with plastic displayers by using ticket holders of 
clear plastic. These beautifully molded ticket 
holders are just the thing for soft line display. 


CL 10 Package of 50.. ...$ 9.00 
Lots of 100 18.25 


QUENSELL DISPLAYS INC. 


6856 EXETER STREET FOREST HILLS, N. Y. 


FEATHERS 
for DISPLAY 
OSTRICH FEATHERS 


all colors and sizes 


MARIBOU in 2 yard strings 


all colors 








Excellent delivery 


SOUTH AFRICAN FEATHER CO. 


1015 Filbert St., Dept. W 
Philadelphia 7, Pa. WAlnut 5-5219 


Wauhattin’ | 


* 


wood ietter co. 


e ‘eecoaroanaves 











51 WEST 18th STREET, NEW YORK II, N. Y. 


WINDOW DISPLAY 


State Approved Certificate Course, Day or Eve. Appr. 

for Vets and Foreign students. The only thorough 

professional course in N. Y. C. Free placement. 
REGISTRATION OPEN — ENROLL NOW 


PAN-AMERICA ART SCHOOL 
316 WEST 57th STREET, N.Y.C. PL. 7-0064 
Our Graductes cre in Demund 
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June Award To Schneider 





) J. Howard Schneider, display di- 
rector for The Crescent, Spokane, 
Wash., 


went the gold medal for the 
best entry received during the month of June 
in DISPLAY WORLD ’s International Di1s- 
play Contest for 1958. 

It was a well conceived display treatment 
in tune with National Secretaries’ Week, 
and featured fashions for career women. The 
business atmosphere was carried out with 
standard office equipment, the decorative 
embellishment being confined to the suspen- 
sion of brass clocks, which kept time. The 
tie-in was excellent with this occasion, and 
provided an excellent opportunity to display 
cottons for the career girl. 

The 1958 contest, as in previous years, will 
continue throughout the entire 12-month 
period and is open to any displayman any- 
where in the world. It is not mecessary 
to be a subscriber to DISPLAY WORLD in 
order to compete. The contest has 99 dif- 
ferent classifications, making it possible for 
display people in practically any kind of 
enterprise to enter. 

At the conclusion of the contest on Decem- 
ber 3lst of this year, entries in each classifi- 
cation will be judged; gold, silver and 
bronze medals will be awarded for first, 
second and third places, respectively, in each 
classification. First place in each division 
will carry with it three points, second two, 
and third one. The person who scores the 
highest number of points in the entire con- 
test will receive a beautiful gold plaque as 
sweepstakes prize, and the next three high- 
est will receive, respectively, gold, silver, 
and bronze plaques. 

As in past years, each month a gold medal 
will be presented for the best entry received 


during that period of time. These monthly 
awards have no bearing on the final results. 

Entry in the affair is made by means of 
black and white photographs, preferably 8 
by 10 inches in size, although smaller ones 
will be accepted. Pictures must be un- 
mounted. On the back of the photograph 
should be listed the displayman’s name, his 
store, city, address, and the classification 
under which it is to be entered. No photo- 
graphs will be returned. 

Winner of the gold medal for January 
was Frederick Asmussen, The Myer Empor- 
ium, Melbourne, Australia; for February, 
J. T. Chord, Stix, Baer & Fuller, St. Louis; 
for March, Joseph T. Sjursen, Frederick 
& Nelson, Seattle, for April, A. Van Hol- 
lander, Gimbels, Philadelphia, and for May, 
Heinz Sittard, Kauthof, Darmstadt, Ger- 
many. 

The contest which was conducted in 1957 
had a total number of entries amounting to 
4626 coming from all parts of the world 
and establishing a new record. The top 
award, the sweepstakes prize, went to 
Joseph T. Sjursen, Frederick & Nelson, 
Seattle. First place was won by Harold 
McLaren, The Bon Marche, also of Seattle, 
while second went to Frederick Asmussen, 
The Myer Emporium, Melbourne, Australia. 
Third place was won by Virginia Paxson, 
Marshall Field & Co., Chicago. 





Plastic Catalogue 
Available From Cadillac 

A 64-page catalogue of plastic sheets, rods, 
tubes, films and lay-flat tubings is available 
from Cadillac Plastic & Chemical Co., 15111 
Second avenue, Detroit 3, Mich. Complete 
specifications of the materials are supplied. 
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our good friend R. C. Kash. 


more shocking to all of us. 


honestly about this profession and industry. 


viewpoint. 


model for all of us to follow. 


this hour of deepest sorrow. 





REIS C. KASH — THE MAN 


The most unexpected and tragic news during Market Week was, of course, the death of 
| do not believe anything could have been more untimely or 


We had come to know and love him because of his great ability in writing so fairly and 
His report was not alone news but it was in 
many cases constructive and helpful criticism. 
gaining new friends and renewing his fellowship with old friends, but of obtaining information 
of the constructive type which could be told to the many thousands and thousands of DISPLAY 
WORLD readers with genuine and helpful interest. 

We had come to know him as a gentleman who was always friendly and helpful and again 
all of this in addition to his going on duty as an editor and reporter. 
we had found him extremely fair in his appraisal of any subject regardless of our individual 


His family and his friends and the thousands of readers of DISPLAY WORLD will re- 


member him in terms of a most constructive lifetime which in many ways can be a better 


We join his family as well as the DISPLAY WORLD staff and his great host of friends in 
He leaves a memory for all of us to cherish and respect. 

We know that it has been God's will for a well earned and deserved peaceful rest. 

Our entire organization joins me in extending our deepest heartfelt sympathy. 


—W. L. Stensgaard, W. L. Stensgaard and Associates, Inc., Chicago. 


In his travels he had the ability of not only 


Over the many years 








LIGHTING'S SELLING POWER 


[Continued from page 46] 


This outside salesman of ours is a hard 
working fellow; a 40 hour week means 
nothing to him, and he doesn’t quit when 
the sun goes down. With the coming of 
darkness we are no longer troubled with 
reflections and can concentrate on lighting 
this window most effectively for stopping 
our window glimpsing street traffic. Since 
we by contrast and our surroundings 
are darker we need less general lighting for 
the same effect that was used in daylight. 
If we are in a downtown area where our 
competitors have their windows illuminated 
we may need a bit more general lighting 
to compete favorably with our neighbors. 


see 


We are talking about brightness balance. 
Brightness balance is just a hard way of 
saying contrast, and in order to achieve con- 
trast we must make parts of our window 
brighter than other parts. This is done 
by installing adjustable concentrating equip- 
ment and focusing it on featured displays. 
To be effective these displays should be six 
times as bright as their surroundings. 

Now our salesman is pretty well dressed 
and he can do a pretty good job, but if his 
clothes are all color and are a little 
monotonous, let’s complete the job by giving 
a boutonniere and pocket handkerchief and 
bright new tie. 

Now we have a complete well-designed 
show window which is flexible as to control 
and contains all the necessary elements for 
stopping and selling the fast traveling 
American citizen. 


one 


Here are the footcandle levels, our sales- 
man needs to the neighborhood 
store, 50 general, 300 accent: suburban 
shopping centers, 100 general, 600 accent; 
and downtown, city main street 300 general, 
1800 accent. 

Every displayman and store manager 
should check his windows for proper light- 
ing at once to insure these salesmen are 
equipped to do their job—This presentation 


do 


job: 
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was made by Hugh Dutter, sales engineer, 
Pittsburgh Reflector Company, Pittsburgh, 
at a meeting of the Illuminating Engineer- 
ing Society at Detroit. 


Leasing Of Fixtures 
New Innovation 


Shur-Nuff, Inc., Minneapolis, Minn., manu- 
facturer and distributor of store fixtures, has 
announced that it is now able to offer long- 
term lease contracts covering “everything in- 
side the store except the merchandise.” 

A local insurance firm and a Chicago finan- 
cial brokerage firm will handle credit require- 
ments. 

According to Louis I. Chernoff, president 
of the firm, this arrangement is a radical de- 
parture from the traditional industry practice, 
and will permit the store owner to start up in 
business, establish a branch or to 
without tying up capital or taking 
short-term debt to pay for fixtures. 


rem del 
on new 


“Cost of fixtures always has been a big item 
to be considered in opening a store,” he con- 
tinued. “For an average department store it 
might amount to $75,000 which could be in- 
vested in merchandise and display props and 
material under a fixture-leasing arrangement.” 

Shernoff pointed out that leasees would have 
the option of buying fixtures at a fair appraised 
value at the end of the lease contract period, 
or earlier if they so choose. 

He has been in the store fixture merchan- 
dising field for more than 15 years and has 
been manufacturing fixtures the last 
years. 


seven 


New Motor Offers 
Extended Speed Range 

New Cramer Type 800 DC motor offers an 
extended range of output speeds, coupled with 
high torque, low current drain and excellent 
speed stability. Detailed information is avail- 
able in Bulletin PB-800. Write to Cramer 
Controls Corp., Centerbrook, Conn. 
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to your displays with these 
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DECORATIVE 
LIGHTS” 
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Noe! 

"Ice Ball" 
—crystal 
colored, 
TWINKLING 
or STEDDI 
Streamers 











































































Noel ''Satellite’’ 
TWINKLING 

or STEDDI 
Streamers 



































Lamps operate independently... 























stay lit even if one burns out or 
Twinkling 


lights flash at random. No trans- 











loosens up in socket. 























former required. Bulk packed or 





individual display packages. 























Many more NEW items available. 











Write for your complete catalog 
now. 





Jobbers inquiries invited. 































































MANUFACTURING CO., INC. 


3 WEST 18th ST., NEW YORK 11, N. Y. 
Algonquin 5-4550 
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HOLLY 30 LITE 
MINIATURE SET 


EX 
UL) 


= 


YY 


UL APPROVED miniature set. 30 screw 
type bulbs in petal shaped sockets. Bulbs 
have permanent filaments and if one goes 
out the rest remain burning. Set avail- 
able in green or ivory wire and sockets 


and with colored or clear bulbs. 


JULIUS KUPFER, INC. 


Vigers. of Xmas Lite Sets & 
Display Specialties 
79-10 ALBION AVENUE 
ELMHURST 73, L. I., N. Y. 











Pardon Us for Bragging...... 


Cal Tb Wee Che 
OUTSTANDING 
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NADI TRADE 
J fe) £1,8,.P 4+ 
Ce Cage BACKGROUNDS 
CAN NOW BE SEER 

ik DISPLAY WINDOWS 


OF LEADING STORES 
THROUGHOUT AMERICE 


Whe. for free 


-laerdilia-) to, 
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225 W. Fourth St. 
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JEWELRY STORES MUST MODERNIZE 


[Continued from page 54] 


market. A modern store is especially 1m- 
portant for the jeweler who must regain his 
position of distinction in the community. 
He needs a distinctive store that reflects his 
personality. Such a store will put him way 
ahead ot his competitors, who, atter all, sell 
much the same merchandise. Our firm has 
found that store modernization will often 
increase sales between 35 per cent and 45 
per cent and sometimes far more than that. 
Really, it is not a question of, “Can I afford 
to modernize?” In 1958 the question 1s, 
“Can I afford not to modernize?” 

Jewelry store modernization has two main 
aims: First, to attract new customers; 
second, to hold onto your present trade. 
The modernization program should cover 
these main points. First, a new store tront 
to attract customers. Second, a layout that 
is suitable to your particular requirements, 
and that invites customers to. circulate 
through the store. Third, your merchandise 
should be departmentalized with emphasis 
on related selling. Fourth, your modernized 
store should be easy to operate and save 
unnecessary footsteps. Fifth, to make your 
customers comfortable while shopping. This 
can be accomplished by means otf a proper 
color scheme, good lighting, controlled tem- 
perature and humidity as well as comftort- 
able chairs. 

Let's start with your store front. Here's 
where you will win or lose many of your 
customers. Nothing can match your store 
front in making an impression on your cus- 
tomers, especially new ones. It tells your 
story 24 hours a day; make sure it leaves a 
lasting impression! An open design with 
look-through windows and doors turns the 
entire store into an organized display area. 
In planning the store front, many factors 
must be considered, such as: 1. The charac- 
ter of overall design best suited tor you. 
2. The number and sizes of show windows 
required. 3. Knowing your width of the 
store frontage—how deep should we go: 
4. Your competition. 5. Proposed budget. 

Once we have the answers to the above 
questions we can begin to create the ideal 
store. We must give up any previous con- 
ception we may have had as to a fixed line 
of separation between the store front and 
interior. The entire store must be designed 
as a whole even though you may wish to 
do a step-by-step modernization. 

Once the general shape or floor plan is 
determined, we study several elevations to 
arrive, at the one best solution. Three 
dimensional colored renderings will help 
the jeweler visualize the appearance of the 
new front. Good judgment must be exer- 
cised in selecting materials, colors and 
proportioning. For example, a number of 
otherwise good designs have been spoiled 
by oversized signs. The primary purpose 
ot the store front is to attract the cus- 
tomers and invite them to enter 

But the store front is just the beginning. 
The interior of the store must be just as 
attractive. I have observed, at times, the 
disappointment in customers who are at- 
tracted to a store by its modern front, 
and on entering find that they are inside 
an antiquated store. These customers leave 


‘JIFF-E-POLE 


A new, 

Suprisingly inexpensive, 
telescopic pole 

to help you 

display more, 

in less space, 

more attractively. 


SLIDES IN PLACE 

. . « READY TO USE IN A JIFFY 
The lower section of the telescoping 
steel tube secures firmly to the floor 
with a heavy-duty suction cup. Slip 
the top section up to the ceiling, 
lock the collar, and your Jiff-E-Pole 
is in place, ready for use. Heavy one- 
inch-steel tubing in satin-black baked 


enamel. 


Write for new brochure 


$4.95 
$7.45 


heights up to 9 feet 


heights up to 14 feet 





ERROCRAFT 
Morgantield Kentucky 











BURLAP —16 Colors 
METALLIC MESHES 
TINSEL FABRICS 
VELOUR FABRICS 


Jobbers Prices 


Linen Theatrical Gauze — Fishnets 


Grass Mats — 3'% x 6 feet 


VAN ARDEN FABRICS MNERS. 


110 MURRAY STREET NEW YORK 7, N. Y. 





Every Twine or Rope. Every Need. Buy Direct. 











SUPERB 


Decorative Hardware 
Display Ring & Matching | : 
Hooks in Brass or Chrome. 
Hundreds of Display Uses. 

W rite for Free Brochure 
ARTHUR V. LEONARD 

8944 Sagamore Road 

Kansas City 15. Me. 











THE SILENT DISPLAY TURNTABLE 


INDOLA 


Capacities 600, 1200 and 2500 pounds. 
For outstanding features 


INDOLA 


8820 Sunset Bivd., Les Angeles 46, California 
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quickly, and 


back. 


requires 


The 
careful 
planning of merchandising, efficiency, rea- 
sonable budget, of 


they never come 


store interior layout 


decor and ease main- 
tenance. 

The 
your 


back. 


Open 


store should invite 
stroll trom front to 
Wide aisles and a genreally free and 
layout work You attract 
a customer to the rear of your store by 


layout of your 


Customers § te 


well. can 
special displays, as I mentioned earlier. 
Make sure your store is departmentalized. 
This is especially necessary today that more 
and more jewelers are finding they have to 


take on merchandise like china, stemware, 
and/or social stationery to maintain a satis- 
tactory volume. It used to be that 65 per 


cent of the average jeweler’s sales was in 
better jewelry. But thanks to the discount 
and other competitive factors, the 
hgure is down to about 35 per cent. Unless 
you are careful as to where you place this 
new merchandise, your store will be hodge- 
podge. Separate these new departments from 
your diamonds and watches to give added 
importance to each, and be sure to provide 
distinctive displays. 

While departmentalizing, 
related selling in mind. For example, keep 
the china adjacent to silverware. Be sure 
to provide to reach open displays. 
These not only encourage self selection, but 
put the new customer at 
shop without 
the salesman’s 
As I mentioned 
your interior 
They should be 


houses 


you are 


keep 


Casy 


also ease as she 


feeling she is imposing 


time. 


can 
on 


the colors of 
also vitally important. 
fresh and stimulating, but 
carefully selected to enrich the merchandise 
you display, an important point that 1s often 
overlooked. 


before, 


are 


Strong decorating colors may 
be used tor china, silver and giftware. One 
note of caution: Don't use yellow. It dis- 


colors diamonds and gold jewelry. 

Proper lighting of your interior is just as 
important as in your show windows. Many 
a diamond sale was lost because of poor 
lighting. Like your color scheme, well 
planned illumination do wonders in 
overcoming physical propor- 
tions, such as excessively high ceiling or in 
improving the proportions of a long narrow 
store. 

As tor floor covering, 
may be your best bet. 
looks 

Like lighting, your air conditioning sys- 
tem must tailored to your particular 
requirements. Not only will you be more 
comfortable, but your customers will buy 
more and your employees will work at top 
efficiency all day long. Make sure 
restrooms are clean and attractive. If 
sell on more than one floor, put in either an 
elevator convenient staircase. All of 
these improvements are investments in your 
future. 

So there you have, briefly, sug- 
gestions on how proper display and store 
modernization can help you as a jeweler to 
regain your position as the prestige mer- 
chant of your community. 
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—Excerpts of an address at the Mississippi 


Jewelers Management Conterence at the 


University of Mississippi. 


AUGUST, 1958 
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4 heavy base. 


Choice—satin brass or 
bs satin aluminum finish 
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re Price does not include bulb 
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“eye ball” 


oP OT LI 


f display man’s handiest 
: lighting device 


Twist it, turn it, raise it, lower it, put it ina 
corner, or out front. This adjustable “‘Eye Ball”’ 
Spot Light will serve hundreds of ways for smart 
accent lighting jobs. Rests on felted, 64"diam.., 
Always maintains its focused posi- 
tion. For use with R/40, medium base reflector 
lamps. Complete with cord and plug. 


$ 3 : 
* ARTR.COHEN CO. 


50 


‘ ~ $10 PENN AVENUE, PITTSBURGH 22, PA. 
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America's Leading 


WIG STYLISTS 


The Smart New Fashions in 
Real and Fantasy Pastel 
Colors. 


$17.50 


MADISONIA 
MANIKINS, INC. 


NEW YORK — 152 West 25th St. 
CHICAGO — 11 South Despiaines 
DALLAS — — 3007 Canton Street 
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MODELING COMPOUND 
Since 1953 a Favorite in the Hobby and 
Craft Market 
@ Interesting Texture @ Easy-To-Use 
@ Feather-weight @ Fire-Proof 
@ Decorative Color 
Ideal for built-up displays of all kinds. 
Send for FREE Sample 
PERMACRAFT PRODUCTS, INC. 
550 E. Erie St. Painesville, Ohio 
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Chir-hit Displays, Inc. 


323 N. FIRST ST., SAN JOSE, CALIF. 
i 2 2 2 ee 


California eucalyptus branches with a new processed 
metallic finish and dye toned in an unlimited color 
selection. 
Suitable for spot, spray and tree displays. 
Any desired length and color to suit your fall or 
Christmas scheme. 

Write for samples and information 

— ee 

Chir-Hit Displays also has preserved grasses, flowers 
and foliage with long decorator’s length stems, in 
many hues and natural colors. 












WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 
319-321 N. Paca St. Baltimore 1, Md. 
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Hanging Lantern 
Post Unit 
3073 


Smart Walnut and Brass illuminated 
Lantern Post Unit... 
size 50" high, 14" wide, 26" 
depth .. . price $44.95 each 
without foliage . . . special lots 
of 6—$40.00 each without foliage. 
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INCORPORATED 
Display Designers and Manufacturers 


Second and Massie Streets 
PORTSMOUTH, OHIO 














WHITE MICA 


FIREPROOF . . . REALISTIC 
SPARKLES LIKE Real SNOW 
Available in 50 lb. Bags 


U.S. MICA COMPANY, INC. 


79 PROSPECT ST. 
STAMFORD, CONN. 
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Merchant Finds Modernization 
Key To Survival 

Most retailers who modernize their stores 
do so with an eye toward substantially in- 
creasing their sales and profits. Laufman’s 
Jewelry Co., Houston, Texas, had this goal 
in mind when it decided to modernize, but 
even more important, it had to hold its own 
against mounting competition. Both objec- 
tives have been reached since the firm com- 
pleted its renovation program last year. 
Sales have risen steadily and tuture pros- 
pects are brighter than ever. 

The original store was, admittedly, rather 
ordinary. The interior was inadequately 
illuminated and lacked storage space. The 
exterior was undistinguished from any other 
It had a bulky entrance, 
a drab canvas awning and limited display 
space. 

The first question in modernizing was that 
of financing the project. Mr. Marshall dis- 
cussed the problem with his landlord who 
quickly realized that a renovation project 
would enhance materially the value of his 
property. As a result, the landlord agreed 
to add 600 square feet of space in back of 
the building and to assume all costs for 
facelifting the store front. In return, Mr. 
Marshall agreed to an increase in his rent. 

Next, a store front contractor, the 

Kawneer Company, a 
leading fabricator of modern store fronts, 
was called in. Plans for the new exterior 
were discussed and, before long, “Operation 
Remodeling” was underway. 

“Our new store front,” Mr. Marshall 
notes, “bears no resemblance to its pred- 
Although it’s the same width as 
the original, it looks three times as spacious. 
No end of favorable customer comment has 
been generated.” 

The new exterior boasts an all-glass front 
mounted in Alumilited aluminum fabricated 
by Kawneer. An outside, roofed lobby was 
added to lead customers through slender 
narrow-stile aluminum doors. Both walls of 
the lobby are tramed for contrast in black 
Zourite, an attractive porcelain-enameled 
aluminum facing material manufactured by 
Kawneer. 

On both sides of the lobby are eye- 
catching glass Above them, 
modern lighting fixtures provide dramatic 
exterior illumination when desired. 

The renovated interior also features new 
lighting fixtures and new mahogany display 
Light blue walls contrast pleasingly 
with an all-white ceiling and colorful new 
floor linoleum. 

“The net result of our modernization 
program was better than we ever antici- 
pated.” Saul Marshall, co-owner, declares. 
“Not only has our remodeled store enabled 
us to fight off new competition, but it has 
actually drawn additional business. 

“And, judging from customer reaction, 
we also know that our new store front is 
the best advertisement we could have.” 
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FOR DISPLAY MANUFACTURERS & JOBBERS 
Products of Styrofoam 
Manufacturing and Processing 
Write for Catalog 


FOLIAGE CO. OF AMERICA 


LUDINGTON, MICH. 














DisPlay 
arid 


Display’s Great Monthly Digest 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa- 
tion about anything in the display line in 
which you are interested. If you do not find 
your needs listed on this blank, write a sepa- 
rate letter. If we do not have the information 
you want on file, we'll find out for you. Avail 
yourself of our service facilities without cost 
er obligation. This service includes an analysis 
of any display problem. 

') Air Brushes 
Airpainting Equipment 
Animated Signs 
Artificial Flowers 
Artificial Snow 
Backgrounds 
Background Colors 
Black Light 
Bulletin—Directory Boards 
Card & Mat Board 
Cardwriters’ Materials 
Color Lighting 
Composition Pieces 
Crepe Papers 

Cut-out Letters 

Cutting Machines 
Decalcomania 
Decorative Papers 
Display Fixtures 
Display Forms 

Display Letters 
Display Racks 

Dye, Rug and Carpet 
Enlarging Projectors 
Fabrics and Trimmings 
Flags and Banners 
Float Decorations 

Foils 

Glass Specialties 
Grass Mats 

Hosiery & Shoe Forms 
Lithographed Displays 
Mannequins 

Metal Sheets 

Millinery Heads 
Motion Displays 
Motion Mechanisms 
Motors 

Mouldings 

Natural Foliage 

Paper Sculpture Displays 
Papier Mache Specialties 
Photegraphic Blowups 
Plastics 

Plywood 

Price Cards—Tickets 
Price Ticket Holders 
Ribbons 

Sale Banners 

Screens, Display 

Show Card Colors 
Show Cards 

Show Cases 
Socks—Window 
Signs—Brass—Bronze 
Signs—Card Holders 
Signs—Electric 

Sign Printing Machines 
Sleeve Forms 

Store Designing 

Store Equipment 

Store Fronts 

Tackers 

Time Switches 
Turntables 

Veneers (Imitation) 
Wall Board 

Wigs 

') Window Lighting 

[] Do you wish a copy of their catalogue? 
[} Do you plan to remodel your store soon? 
[}] De you plan to build a store soon? 


MAIL TO 
DISPLAY WORLD 


CINCINNATI 1, OHIO 
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WANTED 


Sales Reps. and Freelance 
Displaymen. To sell our com- 
plete year around display line 
in areas not covered by our 
salesmen. Excellent opportun- 
ity tor an aggressive man. 
Outline qualifications and area 
confidential. 


served. Replies 


Garrison-Wagner Co. 
ST. LOUIS 3, MO. 


DISPLAY MEN 


Qualified men needed in all sections of the country. 
more display men than any other office. 
and advise concerning salary requirements. 


cant at any time. 


We place 
Send complete resume 
No charge to appli- 


Present position fully protected. 


MONARCH PERSONNEL 


Serving the retail field since 1945 


ROBERT L. MOORE 


General Manager Retail 
28 EAST JACKSON BLVD., CHICAGO 4, ILL. 














For Sale — Reasonable 


Religious window by Silvestri. 
A child’s dream of Christmas, 
3 Wise Men — Madonna and 
Child appliqued to plastic 
background; dressed in _ vel- 
vets and fabrics. Child asleep 
and dreaming on chair. Bed. 
lamp and sign included. Good 
condition. Original crate. 


Wm. Y. Gilmore & Sons 


OAK PARK, ILL. 


OUTSTANDING VALUE! 


Six Animated Window Scenes 


Children’s 
10 children, 24 animals. 
Co. by 
weeks. 


illustrating 


Prayers and 


Used two and 


Carols. Total: 


Made to order for the Remick 
Silvestri in 1957. 
Excellent mechanical condition. For informa- 


one-half 


tion and photographs please contact: 


BERNICE MELDON 


REMICK’S OF QUINCY, Quincy, Massachusetts 


DISPLA YMEN 


Well trained men are needed 
all over the country. Enroll 
now in the only thorough, pro- 
fessional, accelerated course, 
day or evening, offered in New 
York City. Prepare now for 
well paying jobs. Free place- 
ment with leading stores. Our 
graduates are in demand. 


Write, phone or come for in- 
formation. Registrations being 
accepted now for the next 
course. Co-ed, Veterans, For- 
eign Students. 


PAN-AMERICA ART 
SCHOOL 
316 West 57th Street 
New York City 19 
PL 7-0064 




















WANTED 


SALESMEN, MANUFAC- 
TURERS AGENTS, DIS- 
PLAY JOBBERS to handle 
COLOURAMA COLOR 
WHEELS ASSEMBLIES, 
the new, improved clip-on 
wheel. Greatest improvement 
in color wheels in_ years. 
Lucrative sideline. 


Colourama of California 


P. O. BOX 1631 
SACRAMENTO 8, CALIF. 


Self-Inking MK1422 
LINE-O-SCRIBE SIGN MACHINE 


complete with cabinet, Garamond type 
| year old 


Model HA50 PRINTASIGN 
Lydian type 
May be purchased separately. 


Best offer. 


Address BOX 8BC 
Care of DISPLAY WORLD 


FOR SALE 


13 Units, Silvestri’s “Christmas 
is Magic.” Very good condi- 
tion. Originally cost $7,059.00. 
Will sell for $2,000.00. 24 Units, 
Silvestri’s “Christmas in the 
Country.” Excellent condition. 
Will sell all or part at halt 
price. Pictures available tor 
both. Contact: 


MR. R. SCHULTZ 
Display Director 
O’Neil’s, 226 South Main St. 
Akron 8, Ohio 








Study Window Display At Home 
Earn good income. Easy home-study 
course. Employers: Sponsor our 
course for one of your employees. 
All will find this course the finest 
of its kind. School highly recom- 
mended and established in 1905. 
The Koester School, Koester Bldg., 
Dept. DW, 3710 N. Cicero Ave., 
Chicago 41, Illinois. 











DECORATIVE LINES 
WANTED 


Experienced display manufac- 
turers’ representative now 
handling only fixture § and 
eqiupment lines would like to 
add decorative lines. Terri- 
tory covered includes Southern 
Ohio, Southern Indiana, Ken- 
tucky and West Virginia. 


Address Box 8GH 


Care of DISPLAY WORLD 


WANTED — SCULPTOR 


with ability and talent for high fashion figures; high salary; ex- 


cellent opportunity ; permanent position. 


Write or phone: 


WOLF & VINE, INC. 


225 S. Los Angeles St. 


Los Angeles 12, Calif. 


Phone MAdison 6-4737 


Used MANIKINS $10 
2-Piece Complete—as is. Crat- 
ing charge $2.50, F.O.B. New 
York. 

MADISONIA 
152 W. 25th St., New York 1, 

N. Y., Chelsea 3-1550 











WANTED — DISPLAY DESIGNER 


capable of designing and illustrating displays for itinerant pur- 
poses, largely in the wearing apparel field; top salary; permanent 


and attractive position. 


225 S. Los Angeles St., Los Angeles 12, Calif. 


6-4737. 


Write or phone: WOLF & VINE, INC., 


Phone: MAdison 











POSITION WANTED 
Display-Advertising, Sales Promo- 
tion. 31, college grad, 8 years 
with national chain, famous dep’t. 
store and Jr. department store. De- 
sire store that wants to go places. 
Resumes to all who reply. 

Address Box 8CD 
Care of DISPLAY WORLD 











LINES WANTED — Experienced 
salesman with large following 
among dep’t. stores, specialty stores 
and chain stores wants to represent 
outstanding lines of props, display 
settings, display novelties and ex- 
clusive imports. Covers New Eng 
land and Up-State New York. 
Address Box 8DE 
Care of DISPLAY WORLD 











SALESMAN WANTED—For Dis- 
play House, covering all lines of 
display, including fixtures, show 
cases, spray paints, foliages. Ter- 
rific opportunity for right man. 
MYERS-THOMPSON DISPLAY 
SERVICE 
319 W. Main Street 
Louisville 2, Kentucky 








Sales Representatives 


WANTED 


To introduce the First really new 
item to hit the display field in 
years. “QUICKSILVER” A dis 
play department silver plating pr 

ess which puts a sparkling metallic 
finish on any obj . metal, 
manzanita, | plastic, 


macne 
iat Tic, 


_ i, Be 
aS QuUuicari aS 


Ive men. 
experience, 
*s, and territory covered. 


Kern Products Co. 


726 LOTHROP, DETROIT 2, MICH. 
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SALESME N : 
Your Own Boss, Start 
Your Own Company 
SALESCASTER, an _ estab- 
lished concern offers you a 
once-in-a-lifetime opportunity 
your own boss and make 
real money Dignifed, low 
pressure selling. Repeat bus1- 
We train you, turnish 
leads, do national advertising. 
No capital investment re- 
quired. Write: 
SALESCASTER, INC. 
71-09 Austin Street 
FOREST HILLS 75, N. Y. 


Be 


to be 


ness 


WANTED 


Man oft 

Men's 
established 
150,000. 


A Display 


ability in 


proven 
the Wear 


held. Long store 
in Midwestern city of 


Permanent position. 


Address Box 


Care of DISPLAY 


8AB 


WORLD 


Sales Representative 


Wanted 


To sell outstanding lines of wrought 
display fx C 


brass and 
tures Also top il 
display papers and 

Beautifully illustra 
furnished. Commiss 
state 


iron, 


Please expe 


line and territory 


Address Box 8FG 


AY WORLD 
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covered 


Sales Representative Wanted for 
complete line of Display Equipment 
and Supplies for retail apparel 
stores. Priced right. Good com 
mission. No objection to non-con- 
flicting line. Write fully. 

Add ress Box 8EF 
are of DISPL AY WORLD 
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sis 


present 


USE THE 
Opportunity Exchange 


For any WANT AD 





purpose: 





WANTED 


. . , 
(yilant Santa or other spec- 


tacular tor outdoor Christmas 


display. New or used. State 


size, condition and price. 


Gasthoff Mfg. Co., Inc. 


P. O. BOX 10557 
TAMPA 9, FLORIDA 











WINDOW TRIMMER 


capable of acting as 
DESIGNER 
for a long established manu- 
facturer of Flower and Folli- 
age Displays and Novelties, 
on a tull time basis. State 
salary required in reply to — 


mR BLACE 


BOX 102, Cathedral 
NEW YORK 25, 


Station 
ae Ff 








MAKE OFFER 


Reynolds 

Hydraulic 
plain or script 
condition — § 


SYLVIA PETRASEK 
DISPLAY MANAGER 
Department Store 
CALIF. 


Buftums’ 


LONG BEACH 2, 


Printasign 


Case. I 


years 


Operation — 


Machine 


“xcellent 


old. 


e POSITION WANTED 
e POSITION VACANT 


e USED DISPLAY 
EQUIPMENT 
FOR SALE 


e REPRESENTATIVES 
WANTED 


$4.00 Per Column Inch 
CASH WITH ORDER 
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Malloys Join Sales Staff 

Of Decorative Creation 

Thelma Malloy, 
display directors 
Marcus Co., Dallas, hi: 
representatives 
& Art 
and Mrs. 


Guy and 
retired as 
ave 
tor 
Flower Co., 
Malloy are 
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Mr 


Inc., 323 North 
las developed a new 
finish for hardwoods, branches 
on Calitornia 
gold, 
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trees tor 
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process 
and 
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well known in the 


held and 
2207 


display 
showrooms at 


First 


For Boston Store 
Richard Scott 

play manager tor W. 
Store, Troy, N. Y.., 

Store, Latham, 
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come 
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Rosner Establishes Display 


Consulting Firm 
Vid Rosner, 
announced 


recently 
his 


(re- 


television studios. 


Beverly 
resignation 
motion manager for Helft’s, and will engage 
in the business of visual merchandising con- 
sultant to serve manufacturers, 


Hill 


Calit.., 


as sales 
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Dallas. 
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New Display Firm 
Formed In Chicago 

Harry W. Sidney McCaslin, 
both Kling Studios, 
Chicago, have formed a new company special- 
izing in creating and producing point-ot-pur- 
chase displays. McCaslin is president of the 
new firm, McCaslin-Glasser, Inc., located at 
864 North Wabash, Glasser is 
ecutive vice-president. 
the firm 
and production of quantity window and interior 
displays, animated and illuminated 
merchandising presentations and complete 
motional kits and exhibits. 


Glasser and 


formerly associated with 


Chicago. ex- 


Services of will include creation 


displays, 


pre )- 


Son Succeeds Father 
At Braunstein's 


Ivan Diehm, Jr., has succeeded to the 
position of display director for Braunstein’'s, 
Wilmington, Del., upon the death of 
tather, who was one of the veterans in 
display protession. 


his 
the 
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DISPLAY WORLD 





Write for full details. The 
Full Sheet Signmaster is 
still more proof that Show- 
card Machines offer models 
for every need. 


Here you see the grown-up version of a Showcard Machine that was a big 
hit right from the start. 


The original Signmaster was built to be a speed demon .. . to turn out multiple 
cards faster and more economical than anything of its kind. It has proved so popular 
that we’ve taken the next logical step—a big brother Signmaster that handles 

all work up to a full 22” x 28” size. 


It has the same type of mechanical inking unit, the same instant pressure 
adjustment for varying card stocks, the same roller-lifting toggle that prevents 
blurring. It has the same silk-smooth operation. And it is a Showcard Machine 
through and through—same patented method of type setting, same freedom 

of layout, same cast steel construction backed by a 5-year guarantee. 
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1456 MERCHANDISE MART, CHICAGO 54, ILLINOIS 





| NEW 
ye CATALOGS 


eeee0e packed with timely display 
equipment... to stimulate 
Fall Sales and Profits! 


CHILDREN MANNEQUIN CATALOG 

. showing the smartest and most complete ,. 
line of boys’ and girls’ figures of all ages. In- 
cluded are striking action poses...just right for 


back-to-school displays. 


THE ALL NEW TRIMLok CATALOG. .. illustrating 
for the new era ‘ee st in detail the entire line of patented TRIMLok. Included 


in retailing _ | | are Wall Sections, Counters and Superstructures, Floor 
A Bs R | Merchandising Units, and Eye Level Displays...acclaimed 
F AVA if. ley “ . « as the most progressive method of installing wall-to-wall 


a NeW me ; r 
THOD or MERCHANDISE PRESENTATIC . fixtures o — 
~ Sm : 


CATALOG OF DEPARTMENT STORE STANDS AND 
DISPLAYERS . . . 32 pages of all metal displayers and 
stands for every department of your store. All fixtures 
are featured in three luxurious base designs and are 


offered in a choice of Satin Brass or Satin Chrome finish. 


Check and return the convenient coupon below. 


Your catalogs will be mailed promptly. 


2300 Locust Street + St. Louis 3, Mo. 
New York: 11 W. 42nd St., New York 26, N.Y. 
Chicago: 220 W. Adams St., Chicago 6, Ill. 


DISTRIBUTORS IN ALL PRINCIPAL CITIES 


AMERICAN FIXTURE INC. * 2300 Locust St., St. Louis 3, Mo. 


[_] Please mail me the Children Mannequin Catalog 

[ ] Please mail me the all new TRIMLok Catalog 

[_] Please mail me the Department Store Displayer Catalog 
| ] Please have representative call 


FIRM NAME 
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